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Anywhere in the world... any time of the year... 


AIRLINES 


TWA’s special services 
mean 
successful conventions 


Let TWA convention specialists help you contact mem- 
bers, reserve space, make all arrangements on conven- 
tion flights ... even select a convention site. These 
special TWA services are yours at no extra cost — 
assure your convention a maximum of success with a 
minimum of trouble for you. 

TWA offers delegates a wide choice of fares and 
service, from economical Sky Tourist to luxurious TWA 
“Ambassador” flights. and TWA’s world-wide routes 
provide fast, convenient service for delegates every- 
where. For only TWA connects 60 U.S. cities with 21 
world centers overseas. And with TWA’s stopover priv- 
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CURRENT CONVENTIONS AND SALES MEET- 
INGS USING TWA’s WORLD-WIDE SERVICE 


National Association of Deans of Women 
Chicago, !\linois—April 1-4, 1955 


ileges, delegates may stop off for business or a short 
vacation en route at no extra fare on all overseas flights 


and First-Class flights in the U.S. They'll find it’s 


= | : TA’s Fz ; : i American Personnel and Guidance Association 
thrifty, too, to take the family along with TWA’s Family i Chiecen iillncln Aol a7 1088 
Half-Fare Plan. >) Federation of American Societies for 
as ans : ° . ei '). Experimental Biology ee; i 
Ship exhibits via TWA Air Cargo — rates are low, San Francisco, California—April 10-15, 1955 | 9 | 
schedules fast and frequent, pickups prompt. ° [Swiss Industries Fair } 
i Basle, Switzerland—April 16-26, 1955 
> American Ceramic Society 
For complete information, call or write your local Fat Cincinnati, Ohio— Ren Sen ae i 
> * . | American College of Physicians { 
TWA office. Or write: Convention Manager, Trans < Philadelphia, Pennsylvania—April 25-29, 1955 
World Airlines, 380 Madison Ave., N. Y. 17, N. Y. be 
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CLEVELAND 


Shown at one of the many planning sessions for the 1955 Cleveland Auto Show, February 
15-20, are: Everett Forbush, Production Superintendent, American Decorating Company; 
R. Earl Burrows, ‘Secretary-Manager, Cleveland Automobile Dealers Association; Samvel 
L. Marshall, Marshall-Field Motor Company, co-chairman, Cleveland Auto Show; William 
O. McCarthy, Exposition Specialist, American Decorating Company; Paul Hurd, Commis- 
sioner, Cleveland Public Auditorium; Aubrey Holladay, Show Manager, and Gene Torma, 
Manager of Services, Cleveland Public Auditorium. 


Planning makes the difference 
between a Quality Show and 
“just another show”! 


An unexpected cancellation gave the Cleveland Automobile 
Dealers Association the right dates for the 1955 Cleveland Auto 
Show. Only eight weeks away from their first show since 1937, the 
dealers knit together a team of specialists in exhibit techniques, 
sales promotion, and theatrical production. These specialists pro- 
duced over 100,000 square feet of exhibits combined with a stage 
show—drawing over 100,000 persons in six days. 

The American Decorating Company's Planned Show Manage- 
ment Department created a graphic conception of show re- 
quirements enabling the automobile dealers to properly plan 
exhibits, and to produce a dramatic stage spectacle, all within an 

¥ extremely short time. 

| With a day and a half of time available, a beautiful show 

setting with turntable, stage platform, show lighting, functional 

decorations and geometrical floor pattern was installed by Ameri- 

: can Decorating Company in one third of available time. This per- 
mitted 21 hours rehearsal time before the first show; meanwhile, 
30,000 square feet of exhibit area had to be installed simultane- 
ously on the same tight. schedule. 


Why not let American Decorating Company’s 
Planned Show Management make a success of 


your sales meeting, convention or exposition ? 


AMERICAN DECORATING COMPANY 


1849 West 24th Street, Cleveland 13, Ohio 
CONVENTION MANAGEMENT Telephone—Tower 1-6045 EXPOSITION FURNISHINGS 
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Views and Habits of Exhibitors 
in Industry 


While most exhibitors want some controls 
on show attendance, less than half indi- 
cate preference for visitor registration. 

By Athel F. Denham, President, Show 
PD, SOE caceeacccsgueubaubecss 16 


Why the Big Switch for Motorola? 


On record as apposed to splashy outings, 
Motorola suddenly puts together a glamor 
package to top most others. ............ 18 


Theme Makes Half-Day 
Conclave Come Alive 


Minneapolis Star and Tribune whittles 
down one and two-day parley and uses 
central theme for drama .............. 22 


Big-Screen Closed-Circuit 
Color Television Is Here 


Not only 21-inch receivers but theater- 
size color TV equipment is available for 
closed-circuit meetings. 

By Richard H. Hooper, Manager, Shows 
and Exhibits, Radio Corp. of America .. 24 


Permanent Exhibits the Coming Thing? 


National Association of Home Builders to 
devote six floors in new building to inte- 
grated exhibits. 

By Robert B. Konikow ................ 26 


Are Conventions Killing You? 


Conventions are vital to good business, 
but do you let them take more out of you 
than you put back? Doctors warn that 
many executives don’t give themselves a 
chance to revitalize. 

By Joseph Manusov ..........-.--+-0+: 30 


Customer Meetings Improve 
Product—and Company 


Insurance company expands meeting pro- 
gram along with its growth to national 
status. Dozens of good ideas emerge from 
policyholder meetings ................-- 36 


How Allis-Chalmers Does It 


Company uses models and cutaways of 
big equipment for its exhibits to save on 
transportation; uses two salesmen for each 
product on display. 

By Harvey A. Reinhard, Supervisor, Ex- 
hibits & Conventions Section, Advertising 

& Industrial Press Dept., General Machin- 
ery Div., Allis-Chalmers Manufacturing 
Ea cach oc Gidl 6s bee indn) chau elec: «cone 42 


When Is Your Money Going 
Down the Drain? 


Three types of meetings contribute to the 
waste of time and cash. These sessions 
fail because audience “wants” are not con- 
sidered. 

By H. Lawrence Laupheimer, National 
Merchandising Manager, Schenley Distil- 
BORE Ncikas ac mbdeGersdateecexeawesas 48 
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Vacation-Meeting Without 
Dealer-Distributor Loading 


Dealers and distributors given a five-day 
vacation with no strings attached. They 
sold themselves a volume equal to normal 
sales written for 11 months, 

By William F. Kane, President, Ameri- 
OE TIRMEEINO vin cig ceie sss ci axnuspes 52 


' If Only You'd Say Something 
Worth Saying 


This charge—be informative—could be 
made against 90% of those who address 
' conventions. 


Ry Cale Sreemee 6. oc. sds eeeeeen 56 


Food Is the Magnet 
When Farmers Meet 


Attendance at meetings of farm people 
jumps over 100% when food is included. 
Bigger the meal, greater the attendance. 
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Want a “Name” from Washington? 


Here’s a rundown on who speaks on what 
and how you have to pay for government 
men on your program. 

By Jerome Shoenfeld ................-. 64 


' How to Plan and Stage 
Participation Meetings 


A check list of things to know and do to 
stimulate group thinking and action. 

By Charles L. Lapp, Ph.D., Professor of 
Marketing, Washington University ..... 68 


The Story Behind Yale's Road Show 


What did Yale get out of its traveling 
road show that you might duplicate? 
What objectives were reached? Which 
never materialized ? 

By Newcombe C. Baker, Advertising 
Manager, The Yale & Towne Manufac- 
PRM A nik ceiidesctonssgagusoehveess< 70 


ABC's of Meeting Planning 
For the Expert Chairman 


; Do’s and don’ts in planning to improve 
communications at sales meetings; what to 

do before and after a meeting. 

By W. J. Connelly, Assistant Director, 
Public Relations, Bakelite Co., Division of 
Union Carbide and Carbon Corp. ..... 82 


Permanent “World's Fair" 

For New York City 
Billy Rose tells of Webb and Knapp plans 
for a combination merchandise mart, ex- 
position site and industrial theater build- 
FS POO ET SS eee oe MS nee 90 


Meeting-in-the-Round 
ing of 350 clothing chain executives .... 93 


What Did Shows for Shows 


' 
‘ Pioneer uses theater technique for meet- 
: Prove to Industry? 


You have to design “sell” into an exhibit; 
cost need not be a stumbling block; cubic 
content develops impact; overall effect 


is a matter of personal taste .......... 94 
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ee OE 5 6 ss <ences 055 kaa xebieese 104 
EE MENUEE Wiveccsccebeeepeauwikade sta 6 
BE GAGS o pdenccs's cenecnahbnccdewebe 46 
BOGE OD: BOVOTUIEES 6 oo.cccdn ie acteeouwes 102 
Meeting and Show News ...............- 12 
SM/APRIL 1, 1955 


A' New Star in the Convention Sky 
MLITTNIE ROCK 
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Served direct by American Airlines, 
Braniff, Delta C & S, and Trans-Texas 
airlines, plus excellent rail service 
in 10 directions. A central location 
that saves time and miles. 


wore Bond BOM THE ALBERT PIKE 
FOUR MODERN HOTELS 
WORKING TOGETHER 
ORE Convention groups and Sales Executives 
i are choosing Little Rock for practical reasons 
of travel convenience and economy in this efficient 
and congenial convention climate. Close together 
in the modern business section, near historical 
sights, auditorium, and transportation, these four 
modern hotels have 1,350 rooms plus 35 modern 
meeting and banquet rooms seating up to 1,000.[ 94 
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HISTORICAL SIGHTS— 
Three state capitols with the 
nationally famous Territorial 
Restoration and historical 
aitractions, visitors welcome. 


WEST HOTELS 
R POR A TFT CE D 
H. J. BURFORD, General Manager 
Pp. O. BOX 389 © LITTLE ROCK, ARK. 


MUNICIPAL AUDITORI- 
UM—Manufacturers choose 
this modern auditorium for 
regional meeting and show- 
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Moving ? GS&* Call... 


Your ALLIED agent 


no.1 specialist ~ 
in long-distance moving! 


(packing and storage, too!) 


How do you move a 
complete exhibit— 
booths, displays, 
racks and merchan- 
dise from one place 
to another fast? Take it easy ... you can 
do it the easy way by calling your local 
Allied Agent. He can give you fast, sure 
service that gets your exhibits from place 
to place with a minimum of handling and 
dismantling . . . lets you display here to- 
day and next stop tomorrow — without 
any fuss! Allied Agents are experts on 
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packing and shipping of “special” proj- | 
ects. When your next move looks like it’s 
going to be a tough one, you can make it | 


easy with Allied. 


Get this helpful copy of 
“Before You Move” 

from your Allied Agent. 
See classified phone 
directory or write to 
Allied Van Lines Inc., 
Broadview, Illinois. 
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It’s easier to plan your trip via United... 
THE CONVENTION ROUTE OF THE NATION 


People everywhere agree it’s so much easier to 
travel when you plan your trip via United Air Lines. 
Fast, dependable Mainliner flights, including new six- 
mile-a-minute DC-7s, to 80 U. S. cities coast-to-coast, 
border-to-border and to Hawaii. And you have a choice 
of luxurious First Class or thrifty Air Coach Mainliner 
service on convenient ’round the clock schedules. 
Special service “extras”—all at regular First Class 


In addition to outstanding flight service, United 
provides complete convention service and will glad- 
ly assist in planning so that you and your men can 
spend more time at the next meeting with less time 
off the job. Get the facts today! 


Write to: M. M. Mathews, Supt. of Convention Sales, United Air Lines 


5959 S. Cicero Ave., Chicago 38, Ill. 


NATION’S NUMBER ONE COAST-TO-COAST AIRLINE! 
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fare—include delicious mealtime service aloft by 
European-trained chefs, a half-fare family plan, and a 
choice of alternate routes that allows you to visit extra 
cities at no extra fare. You can go one way—return 
another. United. also offers comfortable Air Coach 
Mainliner flights with exclusive 2-abreast seating to 22 
principal cities across the nation. 


AIR LINES 


FLORIDA’S MOST COMPLETE 
FACILITIES 


4 Meeting Rooms: Main room accommo- 
dates up to 500. Three smaller rooms 
for conferences up to 150 people. 

Banquets: For groups up to 500. Smaller 
informal dining rooms. 

A 650 villas accommodat- 
ing from 1 to 8 persons each. Living 
rooms, bedrooms, tiled baths and kitch- 
ens ali for the price of a hotel room. 
Wives and families invited. 

Activities: Private Ellinor Village Countr 
Club. Golf. Tennis. Swimming me 
Riding academy. Private ocean beach. 
Sightseeing and recreational trips. 

Transportation: Direct airline, railroad and 
bus service. Charter buses, taxies, limou- 
sines, and rental cars. 

No Tipping Required From Conventioneers 


C. W. De Coud 
were ° auanissecses 


FOR e ramet Village 


©. BOX 1471 


iit DETAILS Oaitene Beach, 


Recreational 
peerem Florida 


ELLINOR VILLAGE 
DAYTONA BEACH Florida 


EDITOR'S NOTES 


The Era of Pioneers 


From Atoms to Politics 


This is the era for the pioneer in 
the exposition field. It is the year for 
planning the big experiment. 

Show for Shows last month in New 
York City was an experiment by the 
exhibit industry to test the value of 
using the entire cubic content of a 
display booth instead of the back- 
wall area. (See page 94.) 

An atomic exposition, in keeping 
with the times, is now’ being planned 
for December. (See page 12.) 

Another big experiment is sched- 
uled for the summer of 1956. It is 
an exposition for politicians. ‘When 
the Democratic Party convenes in 
Chicago’s International Amphithe- 
atre, delegates will be able to attend 
a concurrent exposition. 

Like most inventions, the exposi- 
tion for*a political convention is a 
product of. necessity. When some 
other cities invited the Democrats to 
stage their convention, they offered 
rent-free auditoriums. In Chicago, 
political parties have to pay for Am- 
phitheatre facilities. To eliminate 
this expense Democrats have agreed 
to have space in the North Hall of 
the Amphitheatre used for an ex- 
position. The $20,000 paid by show 
management to the Amphitheatre 
for use of this space will cover all 
rental costs for the entire convention 
in the Amphitheatre. 


Negotiations 


Negotiations are now in progress 
with the Republican National Com- 
mittee to stage an exposition with its 
convention in San Francisco’s Cow 
Palace. 

Clapp & Poliak, Inc., New York 
City, exposition management com- 
pany, will manage and produce the 
exposition for political conventions. 

What in the world do you exhibit 
to delegates to a political convention? 

To understand what you would ex- 
hibit, you have to analyze why a com- 
pany would want to exhibit. To ex- 
plain the why, exposition expert Saul 
Poliak, president, Clapp & Poliak, 
says succinctly, “to reach the people 
whom all other people copy.” 

Delegates to a national political 
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convention are “taste makers,” ex- 
plains Poliak. ‘They set style.” 
Manufacturers are enthusiastic about 
an opportunity to reach these “taste 
makers,” says Poliak. 

How does he know? He asked 
them. Before embarking on this ex- 
periment, Poliak personally inter- 
viewed manufacturers for reactions, 
he reveals. 

From present indications, exhibi- 
tors will include big-name consumer 
product manufacturers. 


No Pressure 


Will political pressure have «any 
bearing on who exhibits? “Not a 
chance of it,” says Poliak. The politi- 
cal party receives no cash, whether 
one foot of space is sold or all 30,000 
sq. ft. available in the Amphitheatre 
for the show is taken. The politicians 
have nothihg to do with sale of space 
or show management, Poliak points 
out. 

What do the politicians think of 
the exposition idea in addition to a 
means of paying their rent bill? They 
are willing to go all out to make the 
exposition a success, says Poliak. He 
indicates that delegates will be re- 
minded by convention chairmen to 
visit the displays—just as delegates 
to trade conventions are prompted to 
see their concurrent shows. To in- 
crease exposure for exhibitors, some 
politicians will make sure to be in the 
exhibit hall when the press, radio and 
TV people seek interviews. 

Press coverage will be the big plus 
factor for exhibitors, Poliak says. No 
other event in America gets as much 
attention from publications, wire 
services, radio and television. 


TV Coverage 


Poliak ventures no opinion as to 
possible TV complications. Would a 
sponsor for the TV network conven- 
tion coverage permit TV cameras to 
pan the exposition if competitive 
products are on display? Would a 
TV network televise an exhibit with 
products that compete witi. any from 
its list of clients? “I simply don’t 
know,” says Poliak. 

With so many reporters and colum- 
nists groping for new angles and story 
possibilities, Poliak is certain that the 
exposition will get plenty of exposure 
outside of delegate visits to booths. 

Will political brass take time out 
from sessions in smoke-filled rooms to 
visit displays? Poliak indicates they 
will. It is in the best interest of the 
party that important members help to 
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CAN MOVE YOUR EXHIBIT, TOO! 


THE MAYFLOWER “MOVERAMA”.... an exhibit of the latest 
scientific moving, storage and packing methods and materials in use by 
Mayflower all over the nation. Three of these huge displays, built right 
into Mayflower’s own vans are now touring the country from coast to coast 
as part of a series of meetings aimed at providing you with even better 
moving service wherever and whenever you need it. 


THE QUICK, ECONOMICAL WAY 
TO MOVE YOUR EXHIBITS 


Whether the job is moving your exhibit for one appearance, or through 
a series of showings in different cities, Mayflower can do it quicker and 
more economically. The number of vans you need is assigned to your 
tour, and move according to your schedule. Packing service is available 
if needed. Because the van can load and unload promptly, you can sched- 
ule your showings during a shorter period of time. Mayflower has long 
and successful experience in transporting exhibits for many of the nation’s 
leading companies. Your local Mayflower agent can make all the ar- 
rangements for you. 

AERO MAYFLOWER TRANSIT COMPANY, INC. - INDIANAPOLIS, INDIANA 

Mayflower’s organization of selected warehouse agents provides on-the-spot repre- 


sentation at the most points in the United States and Canada. To locate your local 
Mayflower agent look in the classified section of your telephone directory under 
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NATION-WIDE FURNITURE MOVERS 


x More and More Conventions Are Headed for 


&/ = 


AN LONG BEACH a ee lee California 


Y 


Sin na of the blur Paci 


Top Hotels and Motels—Adjacent to Municipal Auditorium 


Convenient, comfortable rooms at sensible prices. 


Excellent Exhibit and Meeting Halls 


booth space—nearly 100 meeting halls. 


Largest huditerom i in the West 


Added 125,000 square foot arena & exhibit hall under construction. 


Convention and Trade Show Know-How 


Helpful experience gained from over 1000 shows. 


fetes: the Clock, Around the Year 


Night Clubs—Sports—Entertainment. 


4 Se of Nearby Scenic and Recreational Advantages 


Stpnoytnnd---Sierteniend 2 of the Pacific—Holly wood—Catalina—Knott's Berr 
Farm—Old Mexico—West's Finest Amusement Zone. 


Write now now for more information 


Convention & Visitors Bureau 


Municipal Auditorium 


LONG BEACH, CALIFORNIA 
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make the exposition a success, and 
they'll cooperate, he says. 

All plans are yet to be completed on 
this experiment. The event has still 
to have a name. 

Many questions that come to mind 
in connection with a political exposi- 
tion will have to await the outcome 
of the test in Chicago. One question 
is: If the national exposition is a suc- 
cess, will state political conventions 
include expositions? 

An interesting speculation might 
be: How wil. exhibitors evaluate the 
results of their show participation? 

Last time politicians held forth at a 
national convention in Chicago, some 
20,000 people a day came out to the 
Amphitheatre. If that many people 
filed through exhibit aisles, exhibitors 
certainly have an audience with which 
to reckon. Would such an audience 
be receptive to an exhibitor’s mes- 
sage? That’s the big question mark. 

Like most successes with exhibits, 
it probably will be up to the indi- 
vidual exhibitor to aim his story with 
pinpoint accuracy at the market. Just 
how an exhibitor will determine his 
market at this show, is a job for the 
research man or sales executive with 
clear crystal ball. 

Vertical trade and industrial shows 
are an American perfection just as 
are conventions. How the two will 
link with politics should make an in- 
teresting subject for close observation 
—along with who will be named can- 
didate for the Presidency, of course. 


ROBERT LETWIN 
Editor 


Dates & Places 
For Sales Confabs 


Regional sales conference, clinics 
and rallies under the sponsorship of 
the National Sales Executives. 


APRIL 


11-13 San Francisco, Sales [nstitute 

21 Los Angeles, Management Conference 
26-28 Seattle, Sales Clinic 
28-30 Tulsa, Southwestern Sales Executives 


Conference 


MAY 
4 Chicago, Sales Rally 
16 Washington, Sales Management Con- 
ference 
JUNE 
8-10 New York, NSE Annual Convention 
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... the world-famous 


CHATEAU FRONTENAC 


overlooking historic old Québec, Canada 


Youll find a new world of fun in 
this Old World garrison high 
above the St. Lawrence. Just over- 
night from New York, Chicago 
and many other U. S. cities, the 
Chateau Frontenac offers an un- 
conventional French atmosphere 
to delight a convention crowd. 


For Fun: after meetings, see both 
Québecs, Upper and Lower, the 
Citadel, the Plains of Abraham; 
shop along the narrow French 
streets, visit famous’ churches and 
shrines, watch snow sports in sea- 
son, take Laurentian excursions, 
play golf, ride horse-drawn 
caléches. 


Let us handle all convention de- 
tails. Our facilities are complete: 


723 rooms e Meeting rooms, all 
sizes; Luxurious banquet halls; 
Portable public address system; 
Projectors, 16 and 35 mm; trained 
operators; And individual exhibi- 
tion rooms. 


For information and reservations, 
write: Convention Traffic Man- 
ager, Windsor Station, Montreal, 
Québec; or Canadian Pacific, 581 
Fifth Avenue, N. Y. 17, N. Y 


Canadian Pacific 


...and best of all, 
ARIZONA is only hours away 
by Flagship! 


Climate, sun and fun—Arizona has everything plus superb 
transportation facilities. You can fly there in hours by 
American, giving you extra time for the convention and, 
if you choose, extra days to take advantage of a low-cost 
Flagship Tour or special stopover and alternate route priv- 
ileges. To see how an American travel expert can make 
your ARIZONA convention! your next convention your best convention, contact your 
nearest American Airlines ticket office, or drop a line today 
to: Mr. R. A. MacDonald, American Airlines, Inc., 100 
Park Avenue, New York 17, New York. 


AMERICAN AIRLINES 


Americas Leading Airline 


Make AMERICAN 


travel headquarters for 
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A R L 0 N A Ideal spring and fall weather . . . 


numerous fine hotels, resorts, motels and ranches. 


Favorable rates . . . Complete facilities for 
meetings, banquets, and exhibits . . . 
plus a wealth of "things to do" — 
make Tucson your best choice 
for convention headquarters. 


RESORTS 
Arizona Inn 
El Conquistador Hotel 


EI Presidio Hotel Write now for complete details of the convention 
Ghost Ranch Lodge “extras” offered in TUCSON, ARIZONA 


Pioneer Hotel 
Santa Rita Hotel 
Tucson Biltmore Motor Hotel 


Westerner Hotel 


CONVENTION HEADQUARTERS 
P.O.BOX 991 @ TUCSON, ARIZONA 


Please send me more information about Tucson and those “extras” 


NAME POSITION 


ORGANIZATION. 


STATE 


: | am interested in hotel [] resort [] motel accommodations [) 
As ranch [] convention facilities (1) 
travel information () _ 


*SUCCESS ASSURED 
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NOWHERE IN AMERICA IS THERE A MORE 


VERSATILE SETTING 
FOR EFFECTIVELY ENJOYABLE 


CONVENTIONS 
AND OTHER GROUP GATHERINGS 


95 miles from New York... 
in the beautiful Shawangunk Mountains 
... conveniently reached from all 
directions by Car, Bus, and especially 
by Plane to JENNIE GROSSINGER AIRPORT. 
All Sports at all seasons... Championship 18-bole 
Golf Course, Tennis and all court games, Private 
Riding Academy and Bridle Trails, Private Lake 
for Boating and Fishing, Olympic Swimming Pool; 
and in Winter, Artificial Skating Rink, 


Top-drawer Entertainment, Dancing, 
cooperation in all aspects of Meeting 
G)RUSSINGER(S 
on Grossinger Lake 
IRVING SILVERMAN, Sales Manager 


Toboggan Slide, Skiing, 
Sledding and all Winter Sports. 
Social Programs; nationally famous cuisine. 2 
Most modern facilities and complete a me 
Rooms, Displays, Exhibits, Movie and aBig 
Sound Equipment, etc. 
For information, write or call 
GROSSINGER’S NEW YORK OFFICE: 221 WEST 57TH STREET 
Phone Circle 7-4915 


MEETING AND SHOW NEWS 


Atomic Exposition for Cleveland 


Billed as “world’s first major Atomic Exposi- 
tion,” a show is slated by American Institute of 
Chemical Engineers for Cleveland in December. 
The show in Public Auditorium will be held in 
conjunction with a Nuclear Congress co-sponsored 
by 16 management, engineering and scientific socie- 
ties. Athel F. Denham is exposition Director. 


Ban Samples at Oversold Show 


Display space is the big problem for the 441 ex- 
hibitors at the Super Market Institute convention, 
May 1-5, Cleveland. Manufacturers have re- 
quested a total of 821 booths but only 555 booths 
are available, according to Bill Nigut, assistant 
executive director. More than 90% of 1954 ex- 
hibitors have reapplied for space and 61 have re- 
quested more space. 

Grocery Manufacturers of America placed a ban 
on all free samples at this show. ‘This is to en- 
courage attendance by “‘persons with a serious busi- 
ness purpose.” 


Packaging Show Breaks Record 


The $10-billion-a-year packaging industry will 
hold its 24th National Packaging Exposition and 
Annual Packaging Conference, April 18-21, 1955, 
International Amphitheatre, Chicago. More than 
386 exhibitors have reserved 95% of the 140,000 
square feet of display space available. Even before 
the show opens its doors it has already broken the 
1954 Atlantic City record, when 361 exhibitors oc- 
cupied 130,000 square feet of space. The 1955 
exposition is expected to draw 30,000 visitors and 
have 400 exhibitors, says the American Manage- 
ment Assn. 


New Sheraton Hotel Started 


Two golden rivets presented to Ernest Hender- 
son, president, Sheraton Corp. of America, by 
Mayor John S. Clark, Jr., Philadelphia, marked 
the start of construction of a 900-room, $15-million 
hotel—first new hotel building in Philadelphia in 
29 years. Automobile and heavy equipment access 
to the ballroom wil! be provided by a lift. 


Largest Ad Budget for Handling Show 


More than 200 companies will participate in 
Materials Handling Show, May 16-20, Interna- 
tional Amphitheatre, Chicago. Exhibitors have re- 
quested 115,000 sq. ft. of booth space; a 15% in- 
crease over the indoor exhibit space used in its last 
Chicago exposition. The show’s $100,000 adver- 
tising and promotion budget is the largest ever 
scheduled for a single-industry exposition. Visitors 
will see equipment demonstrated under simulated 
factory conditions. 
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Postpone Design Engineering Show 


Design Engineering Show, scheduled for May 
1955, Philadelphia, has been postponed until» late 
spring 1956. Insufficient time to complete show 
details caused the rescheduling. Philadelphia re- 
mains the show site, according to Clapp & Poliak, 
Inc., show management. 


Change Plastics Fair Dates 


Dates for World Plastics Fair and Trade Expo- 
sition have been changed from April to Oct. 5-9, it 
has been announced by Philip M. Kent, exposition 
director. National Guard Armory, Los Angeles, is 
still slated as show site. 


Miss O'Neil Named V-P 


Mary Ann O’Neil was named vice-president of 
all creative activities for Ira Mosher Associates, Inc. 
Miss O’Neil joined Theatre for Industry in 1951 
as executive director. 


NOMA Short of Booth Space 


National Office Management Assn. show, To- 
ronto, May 22-26, reports, “There isn’t enough 
space in the Mutual Arena to handle all the ex- 
hibits.” Harold P. Grebe, NOMA’s field director, 
says, “Every foot of exhibit space will be used to 
handle as many requests as possible.” ‘Controlling 
Office Costs” is the show theme. 


Barry Heads Exhibit Builders 


Exhibit Producers & Designers Association, Inc., 
elected Lewis Barry, Lewis Barry, Inc., president, 
at its recent arnnual meeting in New York City. 
Other officers clected: Norman Hadley, Norman 
Fisher Hadley Co., Buffalo, vice-president; Ben 
LaRosa, Manhattan Exposition Construction Corp., 
and Harold Black, Harold Black Exhibits, respec- 


tively, secretary and treasurer. 


New Building for Auto Assn. 


A nine-story office building at 2000 K Sr. =-t, 
Washington, D. C., now under construction will 
be the new headquarters of the National Automo- 
bile Dealers Assn. According to NADA, it will be 
completed late 1955, have acoustical ceiling and be 
completely air conditioned. 


Raw Materials for Hardware Show 


Over 75% of last year’s exhibitors have already 
reserved space for the 10th annual Hardware Show, 
scheduled October 17-21 inclusive, 1955, at Navy 
Pier, Chicago. Manufacturers of raw materials 
used in hardware and related equipment have joined 
the list of exhibitors. [ast year 300,000 sq. ft. of 
space was occupied by 1,200 exhibitors. 
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SHIP YOUR 
DISPLAYS 
THE 
EASY WAY— 
VIA RAILWAY EXPRESS 
NE 
In areas covered by its vehicle service, Railway Express 
will pick up your display material from your place of 
business and speed it to the convention or meeting 
hall. 


PUT ON YOUR HAT 
Go to the meeting knowing that your displays and 
other material will arrive on schedule. There's no 
worry about deadlines. The vast network of rail and 
air express transportation facilities assures “on time” 
deliveries wherever you're shipping. 


ENJOY THE SHOW 


We spare you lots of details. Getting displays in and 
out is our job. Don’t worry about handling in transit. 
Your displays get the “kid gloves” treatment. 


7 
SOLVE DEADLINE DILE Ss 
Our Itinerary Display Service can work out a complete 
schedule for point-to-point movement of your display 
by rail or air express . . . saves you time, money and 
headaches, 
SEE OR CALL YOUR 
RAILWAY EXPRESS AGENT 
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There's a new climate in Washington for busi- 
ness. Now's the right time for planning your 
important events in the Capital. 


Put your important meetings and exhibits where important 
things are happening. You can book your big meetings, confer- 
ences and shows in Washington's foremost meeting site. Com- 
plete facilities for national company meetings—sales, promo- 
tion and public relations exhibits—are available now at National 
Guard Armory. 


Put your meeting in the limelight . . . where the eyes of the 
nation’s business are focused. Bring your salesmen, distributors 
or dealers to the most important spot in the world. 


Some Choice Dates Available 


THE LARGEST EXHIBIT SPACE 
IN THE CAPITAL CITY 


76,000 $Q, FT, OF UNOBSTRUCTED FLOOR SPACE 
All on One Floor 


COMPLETE CONVENTION FACILITIES 
TRAINED AND EXPERIENCED STAFF 
UNEXCELLED PUBLIC ADDRESS SYSTEM 
ADDITIONAL MEETING ROOMS 


EASY DRIVE-IN FACILITIES 
Uniocad Exhibit at Booth 


CRATE STORAGE SPACE 


PARKING ACCOMMODATIONS 
FOR 1000 CARS 


@ ABUNDANT LOW COST TRANSPORTATION 
10 MINUTES FROM THE CAPITOL 


THE SHOW PLACE 


of the Nation's Capital 


For Information Write: Armory Board Manager 


National Guard Armory 
2001 EAST CAPITOL STREET 


WASHINGTON 3, D.C. 


Fair Office Reestablished 


Discontinued shortly 
after the present adminis- 
tration took office, Office 
of International Trade 
Fairs, U. S. Department 
of Commerce, has been re- 
established. Roy F. Wil- 
liams, New England in- 
dustrialist, heads the of- 
fice, designed to foster and 
promote foreign commerce 

through the medium of international trade fairs. An 
insignia has been created by Department of Com- 
merce to identify American products and exhibits 
abroad. All U. S. firms that exhibit at foreign fairs 
are requested to make use of the Liberty emblem. 


New Hotel Too Small for Demand 


Open just three months, Hotel Fontainebleau, 
Miami Beach, is booked so heavily an additional 250 
rooms are planned for 1956, it is reported by Ben 
Novack, president. The $15-million hotel already 
has 565 rooms. Over 300 conventions are said to be 
scheduled for the Fontainebleau. In addition to plans 
for 250 more rooms, a 70,000 sq. ft. exhibit hall is 
being considered by hotel management. 


Chemical Exposition Leaves Chicago 


For first time since its inception in 1940, National 
Chemical Exposition will be held outside of Chi- 
cago. Scheduled for Cleveland, Nov. 27-30, 1956, 
the show will be held under joint auspices of Chi- 
cago and Cleveland Sections, American Chemical 
Society. Public Auditorium will be the site. 


New Hall for San Francisco in ‘57 


By April, 1957, San Francisco expects to have an 
additional 125,000 sq. ft. in a new underground 
exhibit hall. Plaza Exhibit Hall, connecting with 
Civic Auditorium’s basement level, will have a ceil- 
ing height “not less than 16 ft.” Separate entrances 
are planned so that it may be used independently of 
Civic Auditorium. 


Seville Joins Hotel Group 


Four hotels—instead of three—have combined for 
convention solicitation purposes. The Sea Isle, 
Sans Souci and Saxony hotels were joined by the 
new Seville. They now offer the largest single 
block of rooms and facilities in Miami Beach, Fla. 
Conventions that have never been held in Florida 
before have been booked for the new Seville by 
Duane W. Carlton, general manager. 


Chichester with Dramaturgy 


William T. Chichester has joined Dramaturgy, 
Inc., Cleveland, as executive producer. He was 
civilian director, Soldier Show Activities, U. S. 
Army, for six years. Dramaturgy, Inc., produces 
live, industrial shows. 
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Louisville’s BROWN and 
KENTUCKY Hotels 
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THE 
KENTUCKY 


-=> <-> 


= nlc TS OS = 
so DD SS BBD D=DVD_ASO 


= 
fre mee a a A A ee Le a ae PP 
em ee ae ed 


} 


i 
a ANS AS Sm | SS S| 
. = 


KENTUCKY HOTEL FLAG ROOM 
7800 square feet will accommodate 
1500 for meetings, 1100 for food service. 
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UNM! 
CONVENTION | 
FACILITIES 


Whaerner you are thinking in terms of six banquet rooms, and the Crystal Ballroom 
a small regional meeting or a national conven- alone has a banquet capacity of 800. 

tion involving thousands of people, you'll find ’ 

that the Brown and Kentucky Hotels have the — If your convention needs are greater than 
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necessary capacity and experience. 


Let’s consider banquet facilities. At the 
recently enlarged Kentucky Hotel, there are 
nine meeting rooms convenient to our kitchens 

. up to 1100 people can be served in the Flag 


Room alone! At the stately Brown, there are 


THESE BLUEPRINTS 


AND PICTURES 
ARE WORTH 


A THOUSAND WORDS 
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either hotel can meet, singly, both hotels are 
at your service, offering unmatched, one-man- 
agement convention facilities. 


Before you plan your next convention get 
the facts on these two great convention hotels. 
Use the coupon. 


The Brown Hotel 
Louisville, Kentucky 


Without obligation, please send me the Brown and 
Kentucky Hotel Factbooks as advertised in Sales 
Meetings for April. 


Name 


Organization 
Address___ 


City, 
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WHAT KIND OF CONTROLS do exhibitors want on the growing attendances at trade and industrial shows? 


Views and Habits of Exhibitors in Industry 


While most exhibitors want some controls on show attend- 


ance, less than half indicate preference for visitor registra- 


tion. One-third want registration fee. Larger companies 


are more in favor of sessions held simultaneously with show. 


BY ATHEL F. DENHAM 


President, Show Promotions, Inc. 


PART 2 


First installment of this article dealt 
with whether 
shows or more shows and how often they 


exhibitors want fewer 
want them held; also, whether they want 
national, regional or local shows and to 
what extent. 

Part Two analyzes viewpoints of ex- 
hibitors with regard to such items as: 
desirability of having simultaneous ex- 
positions and conventions or technical 
meetings; preferences as to attendance 
controls, and manner in which those con- 
trols should be effected. 


Tables summarize findings by per- 


centage of all exhibiting companies who 
cooperated in this study and percentages 
for companies in selected typical groups 
or fields. Also shown for comparison are 
preferences of larger exhibiting com- 
panies. 

Part Three will cover preferences as 
to show hours—daytime only, afternoon 
and evening; preferences as to sponsor- 
ship of shows; and reasons—in order of 
importance—why exhibitors participate 
in expositions. 


Question: Do exhibitors have defi- 


nite ideas as to admission restrictions? 

Answer: Yes. Most exhibitors 
faver some form of restriction on ad- 
mission, as shown by the first column 
in Table VIII. Nine out of 10 ex- 
hibitors want some form of restriction 
on who is admitted although the 
nature of the desired restriction varies 
considerably. 

Question: Do you mean that nine 
out of 10 exhibitors in the fields 
studied favor restrictions on admis- 
sions? 

Answer: That is the average. In 
some cases percentages run higher. In 
the medical field, 94% of all exhib- 
itors, including an even higher per- 
centage among smaller and medium- 
sized companies, favor strong restric- 
tions. 

Question: Was there any field in 
which there was any real deviation 
from this pattern? 

Answer: Closest approach to some- 
thing different was in the office equip- 
ment field, where only about three 
out of four exhibitors instead of nine 
out of 10 favor definite restrictions 
on admissions. It must be remem- 
bered, however, that in this field there 
are quite a few exhibitors who come 
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Old Forester 


is chosen by more 

sales executives for en- 
tertaining, conventions, sales 
meetings and gifts than any 


other American whisky, according 


to an impartial survey conducted by 
SALES MANAGEMENT magazine, and 
now Old Forester proudly brings you... 
An Intriguing New Way 


to Spotlight Your Most 


y . 
Important Business 


( Yccasions! 


KENSINGTON CO. 


1955 
A 


Style A 
KENTUCKY STRAIGHT BOURBON WHISKY ~ 100 PROOF - BOTTLED IN BOND 
BROWN FORMAN DISTILLERS CORPORATION + AT LOUISVILLE IN KENTUCKY 
O» Dee next page for complete details... 


Odonitle: 


Old Forester 


in its new “business suit” adds that 
personal touch that makes a con- 
vention or sales meeting something 
everyone will remember. 

Now your company can have a 
special bottling of this famous bour- 
bon with any wording you want 
printed right on the label. Names! 


Dates! Places! Occasions! 


DOZENS OF PERFECT USES! 


Sales Meetings « Conventions ¢ Business Gifts 
Incentive Drives « Sales Prizes ¢ Banquet “Place Cards” 
Souvenirs ¢ Fraternal Groups « Private Company Bars 


Business Clubs, etc. 


HERE ARE A FEW EXAMPLES OF LABELS 
YOU MIGHT USE: 


Style E 
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* 
" 
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1870, "There is 


World-Famous Since 
nothing better in the market” 


For over 84 years, Old Forester’s rich, hearty flavor has 


been recognized as bourbon at its finest, bourbon that 
compliments the man who serves it as well as the man 
who drinks it. Executives, particularly, have made it their 
overwhelming favorite, and we’ve always been especially 
proud of that fact. That’s why we created this special 
packaging design-—in the hopes we can return the favor, 
and help you give your important business occasions that 


extra touch of excitement that’s so important. 


pretty close to having something to 
“sell” to almost everybody who takes 
the time to walk into a show. In 
general you might say that the more 
technical the field happens to be, 
greater is the desire for control of 
show audiences. 


TABLE Vill 


Attendance Control Desired by 
All Companies 


" : Restrict to Want 
uestion: Is there any difference Went petagi _— , rm 

in be pattern as vate the large Adtaatqnse' tevtto gies Seth ples Mom cae amet 

and smaller exhibitors? Cetetet ewer ad ————EE 
Answer: Average for large com- Chemical ...... 93% 42%, 28% 2% 7% 

panies is pretty nearly the same as Metalworking ... 92% 63%, 60% 8%, 

the average for all companies. In Office Equipment 72%, 33% 28% 5% 28%, 

general, however, larger companies Medical ....... 94% 43%, 29% 13% 6% 

are a bit more in favor of admission Electronic ...... 0% 52%, 45%, * 10% 

restrictions than smaller companies ane... 90%, 44%, 36%, 3% 10% 

(first column in Table IX). Only ; 

striking exception encountered in this on ee EE er epee acted 

study was in the medical field, where 

17% of larger companies actually 

favored unrestricted attendance. This 

departure was rather puzzling until TABLE IX 

we recalled the pattern of various - 

medical shows and, also studied “ree. Attendance Control Desired by 

sons for exhibiting” therein. Public 

relations value of exhibiting in med- Large Companies 

ical shows is rated high by some ex- Want Want Want Restrictto Want 

hibitors in this field, as will be shown Attendance Invite plus Bothplus Members Attendance 

later. Wherever public relations be- Restricted Register Fee Only Unrestricted 

gins to play a major factor as com- q “ a 

pared with selling, desire for restrict- Chemical .. 100% 38% 31% : pa 

ed attendance which accompanies a Metalworking 94% 66% 63% at 6% 

selling outlook has a tendency to de- Office Equipment 74% 32% 16% 16% 26% 

hints: Medical 83% 59%, 45% 14% 17% 
Question: What is the pattern for Electronic 100% 100% 100% . il ; 

larger companies in other fields? All ** 92% 47% 42% : e% 


Answer: In electronic and chemical 
fields, there is a 100% vote for re- 
stricted attendance among large ex- 
hibitors. There is very little differ- 
ence in pattern between large and 
small companies in the metalworking 
and office equipment field. 

Question: What form of restriction 
on admission or “audience selection 
control” is most favored by exhib- 
itors? 

Answer: Most highly favored re- 
striction is to require that a ticket be 


* Less than 2% of companies checked 
** Includes other fields 


presented for admission. Usually 
this ticket is supplied to the visitor 
in the form of an invitation to attend 
or visit the show. Methods of ticket 
distribution vary greatly. Most ef- 
fective seems to be direct mail, both 
direct and through exhibitor cooper- 
ation. 


Question: What about registration 
of visitors at shows? Do exhibitors 
feel an invitation is enough, or do 
they also want the visitor to register? 

Answer: There are quite a lot of 
differences on this point. In the 
metalworking field, two out of three 

(continued on page 96) 


TABLE X 


Views on Simultaneous Technical Sessions 
By All Exhibitors and by Large Exhibitors 


: “Undesirable” “Limit Their Time" “Don't Care" “Desirable” 
| All Large All Large All Large All Large 
; Chemical .. 7% 7% 9% 14%, 29%, 14%, 55%, 65% 
' Metalworking 11% 12% 6% 10% 37% 27% 46% 51% 

Office Equipment 2% * * ad 64%, 58% 34% 42% 
Medical . * 13% 13% 41% 28%, 46%, 59%, 
: Electronic ¢ * 4%, * 30% * 65% 100% 
: All ** 4% 7%o 7% 8% 36% 28% 53% 57% 

* Less than 2% of companies checked ** Includes other fields 
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They entered through simulated plane . . 


Received cowboy hats and kerchiefs . . . 


Why the Big Switch for Motorola? 


On record for years as opposed to splashy outings, Motor- 
ola suddenly puts together a glamor package to top most 
others. Dealers can win Cadillacs, Thunderbirds, Plymouth 
convertibles, mink jackets and diamonds in addition to trip. 


When Motorola of the Big Four in 
electronics announced to anybody lis- 
tening that it would send 1,500 re- 
tailers to Las Vegas in May this year, 
competitors had reason to pose some 
interesting—if not actually embarrass- 
ing—questions. 

For one thing, wasn’t this sudden 
interest in trip awards somehow at 
odds with all of the time, effort and 
dollars the company had plunked into 
training workshops during 1954 for 
some 600 wholesale salesmen? How 
come the apparent switch in attitude 
from serious training sessions to hoop- 
de-do outings? 

For another thing, how come there 
was no talk in the trade about any 
upcoming Motorola trips as late as 
December 15? Yet, on December 29, 
when some 200 distributor principals 
sat down to lunch in the Edgewater 
Beach Hotel, Chicago, the ballroom 
was completely decorated to look like 
El Rancho Vegas, Las Vegas, even 


to a swimming pool, eight-foot cacti, 
and a view of Boulder Dam. 

It’s a fascinating tale, as pieced to- 
gether from James E. Herbert, gen- 
eral sales manager, and David H. 
Kutner, director of advertising. 

Actually, Motorola’s marketing 
group still feels strongly that the main 
source-spring of improved selling lies 
in workshop training. This year, for 
example, there are three two-day re- 
gional workshops scheduled for the 
sales managers of all 80 distributor- 
ships. 

Sales training is a continuing fac- 
tor in the company’s scheme of things. 
It integrates closely with other ad- 
vertising and sales promotion activi- 
ties. 

The addition of a trip award in- 
centive program had its genesis the 
latter part of November when meet- 
ings of the marketing strategy group 
were concerned with “what’s going 
to happen with television sales in the 


first quarter of ’55?” 

Prospects looked good for the in- 
dustry as a whole. Sales were booming 
along. There was no serious inventory 
pile-up in sight for year-end, at any 
level. Retailers should be ready to 
reorder the first quarter. Motorola 
intended to increase its percentage of 
the business, and was going to show a 
new TV line December 29. 

The net was that in November the 
marketing division asked the factory 
to plan 1955 first quarter production 
at a rate some 50% higher than the 
same period in 1954. 

Having done that, marketing dis- 
cussions centered on two factors. One 
was a requirement, and the other a 
desire. The requirement was to in- 
sure movement of TV merchandise 
through trade channels during the 
first quarter which is not normally 
the fastest one. The desire, in the 
process, was to inculcate a closer re- 
lationship with retailers. 

Trip awards—not to Madagascar, 
but somewhere in the U. S. so that 
Motorola people could hob-nob with 
the dealers—promised to fulfill both 
the requirement and desire. An ideal 
spot was Las Vegas, currently riding 
a wave of publicity not likely to reach 
the same crest in any other future 
year. 
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| Louis rather than Chicago. That 


| was remedied bv getting a similar 


Ate in front of painted Nevada backdrop . . . 


The Las Vegas suggestion came 
from general sales manager James 
E. Herbert in the middle of a meet- 
ing being held by Edward R. Taylor, 
marketing v. p. on the morning of 
December 9. That evening, Herbert 
was on a flight for Las Vegas to look 
things over. He checked in at El 
Rancho Vegas, oldest of the famous 
hotels along the “strip,” at 5 am. 

Monday morning, the 12th, the 
same group reconvened in Taylor’s 
office at 8:30 AM, and heard a report 
from Herbert. The die—or dice—was 
cast at Las Vegas. 

Tuesday, Art Goldsmith, head of 
Paramount Attractions, and a fre- 
quent Motorola supplier of entertain- 
ment, got a telephone call from Mo- 
torola’s ad director, Dave Kutner. 

“Got a little job for you,” Kutner 
told him. “How soon can you get 
over here?” 

Goldsmith made it the next day. 

“All we want on December 29,” 
Kutner told him, “is to have the door- 
way of the Edgewater ballroom look 
like the entrance to a TWA airplane, 
the foyer to have a swimming pool, 
and Las Vegas foliage, and the ball- 
room to look like the inside of El 
Rancho Vegas.” 

Goldsmith sent an artist to the 
public library, then to the Union Pa- 
cific Railroad. Next day, December 
17, he had pulled together sketches 
in scale drawn from travel folders, 
and library photographs. 

With sketches approved, Gold- 
smith rounded up a truckload of 
paint, brushes, waterproofing, lum- 
ber, canvas, hinges and rope, and set 
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up shop in a studio warehouse. A 
crew of three went to work at 6 AM 
on the 18th with a 16-hour day sched- 
ule from then on. 

A week-end fell in there some- 
where, and first thing the crew knew 
Christmas was staring them in the 
face. They kept at the job, and Para- 
mount Attractions brought in a tur- 
key dinner, with trimmings. They ate 
with a paint brush in one hand, and 
a turkey wing in the other. 

Night before the December 29 
meeting, there was a high school 
dance until 1 Am in the Edgewater 
Ballroom. Paramount Attractions, 
and the Motorola sales promotion 
crew, moved in at Z AM. The distrib- 
utor meeting set for 8:30 AM was in 
the room directly under the ballroom. 

Along with 84 painted scenery flats, 
items hauled into the ballroom in- 
cluded : 


Ogled real beauties beside make-believe pool 


Four tons of sand in 100-lb. bags to 
create a beach around the swimming pool. 

800 square feet of mirror in two by 
three-foot panels to make the swimming 
pool. 

One diving board complete with steel 
frame. 

One life-size replica of an aircraft 
fusilage doorway section. 

200 assorted size potted palms and 
cacti, and driftwood. 

160 flood and spotlighting units, with 
four cabana tables, umbrellas, and 16 
chairs. 

There were 16 in the crew: eight 
on scenery erection, three on floral, 
two on lights, and a designer. Then 
Art Goldsmith and his associate, 
Betty Sampson. 

As usual, several things went 
wrong. TWA, who was supplying 
the doorway airplane fusilage, shipped 
the thing to the Edgewater in St. 


Floor Shows to Cadillacs 


This is what is in store for each of the 1,500 dealers who qualify (by buying 
TV sets) for Motorola’s “Las Vegas Gold Rush”: 


. Meals and cocktail parties 
. Golf tournament with prizes. 


. Rex Bell cowboy hat and tie. 


weweemnanwnas WN 


. Free transportation from anywhere in the United States to Las Vegas. 
. Accommodations at El Rancho Vegas for four days. 


. Fishing trip to Lake Mead and Boulder Dam. 
. Visit to different floor show on the “strip” each night. 


. Grub stake of 25 silver dollars for gambling. 
. Business meeting on merchandising and promotion. 


10. Opportunity to win, in a skill contest, one of five Cadillacs, five 
Thunderbirds, five Plymouth convertibles, mink jackets, diamonds and 


other glamor prizes. 


A REVOLUTIONARY NEW MEANS 
OF ANIMATED PROJECTION 
FOR SALES MEETINGS 


Now, for the first time, your live 
presentations will achieve the 
impact, and flexibility 
of motion pictures ...all this on a 
Z slide presentation budget. 


1N FIVE SHORT MONTHS 
CELLOMATIC HAS BEEN USED 
BY THE FOLLOWING FIRMS:* 


FORD MOTOR COMPANY 
PAN AMERICAN 


Hon 


DOW CHEMICAL 


MV M~r°»my 


NASH- KELVINATOR 


 WYETH.PHARMACEUTICAL NATIONAL 

Y UNITED FRUIT ASH 

Y HOT POINT BUDWEISER 

Z PHILCO FARM BUREAU INS, 
Z KAISER-WILLYS SCHLITZ 

L, SYLVANIA 


CELLOMATIC . 


SHOWBOAT » HAVANA 


% FLORIDA 


VIA 


The perfect climax to Miami-Miami Beach conventions—a delightful overnight 
Showboat Cruise to foreign, intriguing Havana. Round-trip includes 2 unforgettable 
nights at sea, 4 delicious meals in air-conditioned dining saloon, dancing and Broad- 
way all-star entertainment, all outside staterooms. Winter sailings from Miami— 
Mondays, Wednesdays and Fridays. For the time of your life, come aboard! .. . 
from $46 plus taxes. 


For descriptive folders and full information, write: 


THE PENINSULAR & OCCIDENTAL STEAMSHIP CO. 
P. O. Box 1349, Miomi 8, Fie. 


STEAMSHIP CO. 


PSSA Ric 


EXTENDABLE FROM @ 10 11 6” 4 Tye 
@ vrricnt rou 


ra 


. 4 2 UPRIGHT 8’ POLES 
3 * FASHION SHOWS 4 1 CROSSBAR EXTENDABLE FROM 6’ to 
: 1 6” 
* ae : ‘ par 
* ROOM DIVIDERS , comeuete price $3 7-75 
‘ ADDITIONAL PARTS ARE PRICED AS 
UPRIGHT 8” POLE $ 7.95 
ie CROSSBAR EXTENDABLE 
it’s FROM 6 TO 11’ 6” $13.75 
oes BASE PLATE 495 
‘oi. > UPRIGHT POLE OVER 8° (per ft.) $ 1.25 
CXL 00 UPRIGHT 3’ POLE 325 
Aiso svanasue 
FLEXIBOOTH PROVIDES A SELF-SUPPORTING DIS- n FOuss vanes & 
PLAY FRAME UP TO 12’ HIGH AND FROM 6’ TO 11’ 6” anvustame ureent 
WIDE. MADE OF ALUMINUM, THAT COMBINES LIGHT. ' Le 
4 mon 86feames masric uPwoisrery 


tasar STORAGE 
FLUEXIBOOTH DRAPES ARE AVANABLE IN PLASTICS 
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monufectured and distributed by: 


COOPER DECORATION CO., INC. 


3233 EAST FAYETTE STREET, SYRACUSE, NEW YORK 
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wn 9 Lilt 


$500.00 Total 


| Vegas. 


Louis rather than Chicago. That 
was remedied by getting a similar 
unit at the last minute from Pan 
American and painting ““T'WA—Las 
Vegas” on it. 


Motorola's Budget 
(Average Cost for Each Man) 


$180.00 Transportation (national average 

to Las Vegas) 

125.00 Hotel room, meals, cocktails 

60.00 Prizes in skill contest 

43.50 Night clubs and other entertain- 

ment 

25.00 Boulder Dam fishing trip 

25.00 Silver dollars 

20.00 Business meeting 

11.50 Cowboy hat and tie 

10.00 Golf tournament and prizes 


Two models were to sit in bathing 
suits on the diving board at the swim- 
ming pool. Sun-tanned models were 
ordered. One showed up with skin as 
white as a piece of 20-pound bond 
letterhead. There was a frantic search 
for sun-tan make-up—not too plenti- 
ful in December—and she was made 
up practically everywhere. 

Then, as often happens, the weather 
went haywire. The worst blizzard 
Chicago has had in four years closed 
in. A TWA hostess due to arrive at 
11 am finally made it through the 
snow and wind with the first batch 
of luncheon guests at 12:30 pm. 

El Rancho Vegas table souvenirs, 
sombreros and _ neckerchiefs, being 
fetched from the Motorola factory by 
car, slipped and slithered around 
Sheridan Road, and finally were be- 
ing put on the tables as the guests 
moved in. 

Meantime, speeches were going on 
in the Michigan Room below the 
Ballroom, to the muffled accompani- 
ment of hammering and scenery in- 
stallation. 

But, as always seems to happen, 
when the business meeting adjourned 
to the Ballroom for the Las Vegas 
Gold Rush luncheon, everything was 
ready. By mid-afternoon, the whole 
thing was being disassembled, and 
loaded into trucks in back of the 
hotel, in the midst of a windy bliz- 
zard. 

Proof of the work, however, comes 
in the latest word from Motorola that 
some 1,500 appliance retailers, in 
batches of 300 a week during May 
and June have already qualified for 
the four-day holiday at El Rancho 


The End 
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TRAVEL CAN BE BROADENING.... 


KV9) 


Your business meeting or sales con- 
vention can be profitable, informative 
and fun, when spent in the friendly, 
relaxing atmosphere of E] Rancho 
Vegas—Las Vegas’ first resort hotel 
and still its finest—offering hospital- 
ity in the inimitable Western manner, 
tailored to the requirements of your 
particular group. 


bh RANCHO VEGAS 


Los Angeles Office New York Office San Francisco Office 
(0) | Bradshaw 2-3366 Columbus 5-1706 ' Exbrook 2-4330 
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at SALES 
MEETINGS 


CORRO-Si7 


the perfect 
display background 
“AN ee = oes ft “4 


Makes You the Focal 


Point of The Room! 


it’s effective! Use it as is, paint it, silk 
screen it, decorate it in hundreds of ways; 
use it for charts, graphs, sales messages, 
@s a projection screen, etc; it adapts to 
your needs! 

It’s all-purpose! Hundreds of such di- 
verse organizations as du Pont, Allied Chemi- 
cal, U.S. Dep't of Agriculture, Armour, Bureau 
of Advertising, Equitable Life, Raytheon, 
Etc., have used CORRO-SET for sales meet- 
ings, exhibits, trade shows, product promo- 
tions, etc. 

it’s dramatic! Striking modern design, 
of silken-finished corrugated in beautiful 
pastel blue. Stands 7’7” high, adjusts in 
width from 9 to 11'10”. 

It’s long-lasting! Philip Morris used it 
98 times as a backdrop for a traveling 
armed-services show! \ Ji 
it’s easyto handle! “ 
Sets up in minutes, with- 

out tools. Repacks easily, 

Comes in attractive one- 

hond carrying case. 

Weighs only 37 Ibs. 

And it costs only $45 —Iess than 
you'd pay to ship most conventional displays. 
CORRO-SET can be Fire-Retarded . . . 
see your classified for local Flame-Proof 
Applicators. 


CISPLAY Division 


Gibralter 


CORRUGATED PAPER COMPANY, IMC. 


3 Entin Rood, Clifton, Hew Jersey 
eeeeneeeveeeee e208 
DISPLAY DIVISION, Dept. SM4 
Gibraltar Corrugated Paper Co., Inc. 
3 Entin Road, Clifton, N. J. 

() ENCLOSED CHECK FOR $ 
CORRO-SET DISPLAY BACKGROUNDS AT $45. 


(C) SEND WEY CORRO-SET BROCHURE 


ity 
@eeeeeeeeeeeeeeeeee@ 


Theme Makes Half-Day 
Conclave Come Alive 


Minneapolis Star and Tribune whittles down one and two- 
day parley; finds central theme allows for plenty of show- 
manship and drama for shorter parley that starts at noon. 


A sales conference can be com- 
pressed into a half day and still pack 
a tremendous punch if it is lively and 
dramatic. 

That was the experience of Minne- 
apolis Star and Tribune when it 
shortened its annual fall circulation 
= conference with excellent re- 
sults. 


The 200 circulation sales super- 


visors who gathered with their wives 
at the Radisson Hotel, Minneapolis, 


| participated in a fast-moving program 


that started at noon and wound up 


| at 9:30 pm. 


Similar meetings in previous years 


| had been staged over one and some- 


times two full days. 


Supervisors, who come from towns 
throughout Minnesota, North Da- 
kota, South Dakota and western Wis- 
consin, afford the liaison between the 
newspapers and their more than 
10,000 carrier salesmen. Supervisors 
promote and stimulate sales of news- 
papers by carriers. 

Robest N. Weed, Star and Trib- 
une promotion director, and M. E. 
Fisher, circulation director, who 
planned the conference, believe that a 
sales meeting, regardless of its Jength, 
should be built around a central 
theme. This permits more showman- 
ship and attention-holding staging, 
and thus makes it easier to instill 
sales enthusiasm. 


Cafe Theme 


Following this theory, a “Circula- 
tion Cafe” theme was developed for 
the meeting, and was carried out 
throughout the entire program. 

_ Themes used for previous meetings 
include a circus (“Greatest Show on 
Earth”), a trip into space (“Shoot 
for the Stars”), a showboat (“Full 
Speed Ahead”), western roundups 
and political conventions. 

¢ session opened with a luncheon 
and John Cowles, president, Star and 

Tribune. He set the mood for the 
ambitious sales plans which were to 


be announced by speaking on exciting 
and interesting developments in the 
Upper Midwest and stressing the 
potential for circulation increase. 

Attention was then shifted from 
the head table to the main stage, 
where the “Circulation Cafe” theme 
was revealed. 

Fisher acted as “cafe manager,” 
offering a circulation “menu” with 
“something for everybody.” William 
P. Steven, executive editor, was 
“head chef” and with other editors 
outlined “special dishes” (features) 
being prepared for readers. 


Kitchen Set 


The stage was set as a cafe kitchen 
with a mammoth stove which 
steamed, whistled, lit up, flung toast 
across the stage and tossed footballs 
at the audience. 


Circulation division heads were 
“managers” of the Cafe’s various 
branches, including the “Metropoli- 
tan Room” (city circulation), “Coun- 
try Mail” (country circulation), and 
“Ranch Room” (farm service and 
country mail circulation). 


After a three-hour general session, 
the group broke up into small divi- 
sional meetings where the theme was 
carried over into quota announce- 
ments and discussions on how best to 
sell the circulation “menu.” 


A banquet in the evening was 
called the “grand opening” of Cir- 
culation Cafe and supervisors were 
entertained with dancing and a pro- 
fessional stage show. 

But they also were reminded of 
sales plans by printed souvenir 
menus that listed new features in the 
papers, and by a special slide film 
“photo quiz,” part humorous and part 
serious, in which they were asked to 
identify people and plans. Small 
prizes were awarded in the quiz. 

This shortened convention paid off 
in sales results, Fisher said, and a 
similar pattern will be followed at 
the next sales meeting. The End 
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How other firms are improving 


business with pictures 


Lever Bros. saved promotion dollars 
with Kodaslide Projectors 


Previewing promotion displays was once a 
costly job at Lever Brothers Company. 
Branch managers were called to the home 
office for a showing of the actual display 
pieces. 

Solution—inexpensive color slides were 
made of each piece and sent out in sets for 
the managers to preview on Kodaslide 
Master Model Projectors. Result-—thousands 
of dollars saved in time and travel expense. 


Pictures sell 
better than sampies 


The Merrihome Studios, of Katonoh, New 
York, design table lamps for exclusive dec- 
erator shops. “To avoid shipping heavy, 
bulky lamps on semiannual selling trips,” 
says this company, “we photograph them 
on Kodachrome Film with a Kodak Pony 
135 Camera. We show the slides on a Ko- 
daslide Table Viewer. 

“The lomps ore photographed fully 
lighted against fine backgrounds. This 
shows them off to better advantage than 
would be possible with samples. And buy- 
ers give Kodachrome slides much more 
study than they do actual samples. Our 
Kodaslide Table Viewer is a most persua- 
sive ‘salesman’! 


Steel company films opera- 
tions for training and evaluation 


A leading steel company uses the 16mm. 
Cine-Kodak Special Il Camera for making 
a wide variety of training and methods- 
study movies: on operating methods to show 
savings to other districts, on use of safety 
equipment, on experimental use of new 
equipment, on proper housekeeping and 
maintenance methods, on demonstration of 
detailed manufacturing steps. 

Even under the extremely adverse film- 
ing conditions in a steel mill—intense heat, 
freezing cold, and flying dust—the Cine- 
Kodak Special Il does an excellent job. 


How can YOU use photography to boost sales, 
cut costs, or improve efficiency? Your Kodak 
Audio-Visual Dealer can help you answer this 
question. 


SM/APRIL 1, 1955 


Power tools for selling power tools 


Pageant Sound Projectors keep 4000 distributors informed 
and excited about 1500 Thor Company products 


“Movies accomplish a major part of our 
sales-training job,” says John F. Corkery 
of the Thor Power Tool Co., Aurora, IIli- 
nois. “And they do it better and at lower 
cost than any other way I know of. 

“With our first 16mm. movie, The Inside 
Story of Thor Power Tools, we have ‘taken’ 
more than 3000 distributor salesmen on a 
tour of our plant. And the enthusiasm the 
movie has created among these salesmen 
has paid off measurably in improved sales 
performance.” ; 


Power tool for sales training 
Thor uses 22 portable Kodascope Pageant 
Sound Projectors to show the movies at 
regional sales-training meetings. They chose 
Pageants because they offer the most in pic- 
ture and sound quality and in reliability. 

“Especially helpful in assuring the clarity 


of our sales story,” says Mri Corkery, “‘is the 
sound-focusing feature. And the Pageant’s 
lifetime lubrication eliminates the worry of 
on-the-road projector breakdowns and the 
other consequences of improper oiling.” 


Ask for demonstration 
Many progressive companies like Thor are 
increasing their selling efficiency with movies 
shown by Pageant Projectors. Chances are 
movies can bring added sales power at 
lower cost to your business, too. 

To meet your most exacting require- 
ments, there are six Kodascope Pageant 
16mm. Sound Projector models. Ask your 
Kodak Audio-Visual Dealer to demonstrate 
them for you. Or just mail the 
coupon below for a new free 
color catalog of all Pageant 
Projector models. 


EASTMAN KODAK COMPANY, Dept. 8-V, Rochester 4, N.Y. 44% 


Please send me the name of nearest Kodak Audio-Visual Dealer and complete information on 
equipment checked: [] Kodascope Pageant 16mm. Sound Projectors [_] Cine-Kodak Special i 


Camera [_] Kodaslide Projectors and Table Viewers [_] Kodak Miniature Cameras 


NAME 


POSITION. 


PF 


COMPANY 


STREET. 


In a specially fitted van .. . 


Big-Screen Closed-Circuit 
Color Television Is Here 


Not only 21-inch receivers but theater-size color TV equip- 
ment is available for closed-circuit meetings. RCA's "color 
television caravan" contains all the facilities to produce a 
complete session almost anywhere for inter-city program. 


BY RICHARD H. HOOPER 
Manager, Shows and Exhibits, Radio Corp. of America 


Make no mistake about it: Color 
TV, via the closed-circuit method, is 
ready now to do big things in the 
business world. 

Already closed-circuit black-and- 
white television has proved its dollars- 
and-cents worth as a sales and pro- 
motional tool in countless cases. So 
much has been written and said about 
uses of ordinary black-and-white 
closed-circuit TV that it is hardly 
news anymore. 


Available Today 


But closed-circuit color TV is news 
—and the exciting new medium is 
available today, and on big screens. 
In fact, Color TV already has proved 
itself, and more and more forward- 
looking companies and organizations 
are making plans now to use color 
in the immediate future. 

Users in every part of the country 
report savings in travel and other 
expenses when television has been 
utilized to bring together their staffs 
in regular conventions or for special 
occasions such as the kick-off of a 
new product. They also have lauded 
the effectiveness and impact which re- 
sults when meetings are televised to 
remote locations, thus enabling field 
men to receive the “word” direct and 
simultaneously from top management 
rather than second-hand from travel- 
ing teams. 

True, ordinary black-and-white 
closed circuit TV provides these im- 
portant plus factors. But color tele- 
vision gives these advantages — and 
more. 

The addition of color brings an- 
other dimension to the already stag- 
geringly effective impact of sight, 
sound and movement. RCA, as it 
progressed in pioneering and develop- 
ing compatible color television for 
the home, early realized the great 
potential of closed-circuit color TV 
for non-home use. Nearly three years 
ago, RCA engineers commenced plan- 
ning and constructing a “color tele- 
vision caravan” for use in closed-cir- 
cuit presentations. 

In service since last August, the 
unit is the only one of its type in ex- 
istence and is equipped to orginate 
any type of color programming—live, 
on slides or film. Number of locali- 
ties and cities which can be inter- 
connected to view any one color pre- 
sentation are limited only by long- 
line color facilities available from 
American Telephone & Telegraph Co. 
In addition to all origination facilities, 
the RCA color caravan is equipped 
with color projection equipment 
which can provide theatre-size pic- 
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tures. ‘Twenty-one inch RCA Victor 
color television receivers are available 
in quantity where desired. 

The RCA color unit is housed in 
a specially-constructed 32-foot trailer 
and is literally a television control 
room on wheels. It contains and trans- 
ports all equipment necessary to pro- 
duce a live color television production 
or one from film facilities. A match- 
ing cargo trailer is used to carry color 
receivers, additional cable and the 
theater size, large-screen color tele- 
vision projection unit. RCA has ad- 
ditional theater-size color projectors 
for use in an inter-city closed-circuit 
meeting. 

An outstanding feature of the unit 
is that it can be situated in locations 
so that programs may be originated 
at the. discretion of clients—from of- 
fices, laboratories, or plants through- 
out the nation. The unit is staffed 
by a crew experienced with closed- 
circuit productions both in this coun- 
try and overseas. 

An indication of relative values of 
color versus black-and-white presen- 
tations for instruction and training is 
graphically shown in the results of a 
recent survey conducted by Associa- 
tion of National Advertisers. ‘This 
study revealed that current business 
films produced in color outnumbered 
black-and-white films by almost a 
four-to-one ratio. Films produced 
solely for entertainment, according to 
the survey, showed no such preponder- 
ance for color. 

Plus factors of a presentation in 
color are obvious, particularly where 
naturalness and true-to-life viewing 
are demanded for maximum effective- 
ness. Clothing industry, soft goods, 
and graphic arts industry, drugs and 
food products, home furnishings— 
these are only a few of the fields that 
can, and will, make mounting use of 
closed-circuit color TV. 

Experience has proved that the 
mechanics of closed-circuit color are 
little different from black-and-white. 
Costs are somewhat higher, however, 
because of such things as increased 
telephone company charges for color 
circuits, increased electric power re- 
quirements, and a somewhat larger 
technical staff. 


As in black-and-white presentations, 
there is no substitute for experience 
in putting together a color TV closed- 
circuit production. Each time the 
RCA color caravan has been in action 
since its introduction in August, pro- 
ductions of vastly different types have 
posed their individual problems. 

The debut saw the unit teamed 
with an NBC color mobile unit for 
a coast-to-coast network demonstra- 
tion of the use of color television in 
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military tactics. Three color cameras 
covered a mock battle and instantly 
flashed pictures of the “fighting” to 
a command post where officers viewed 
progress of the operation. Other 
color cameras viewed the scene within 
the command post. The entire pro- 
gram was seen coast-to-coast on the 
NBC network. 

The unit’s next appearance at the 
Mid-South Fair, Memphis, Tenn., 
was in marked contrast to the military 
presentation from Fort Meade, Md. 
At Memphis, the color TV caravan 
was in operation for nine consecutive 
days from noon until 10 pm. An esti- 
mated audience of 250,000 persons 
witnessed the color presentations on 
receivers located throughout the fair 
grounds. 

Further indication of the uses to 
which closed-circuit color can be put 
came in a recent presentation from 
Chicago. There the Graphic Arts 
Assn. of Illinois sponsored a produc- 
tion featuring prize winning examples 
of color lithography and a technical 
demonstration of various newly-de- 
veloped techniques in the processes 
of plate making, paper testing and 
other developments. 

A three-city color hook-up was used 
in mid-January to link Philadelphia, 
Baltimore and Washington, D. C., 
for a demonstration of the latest tech- 
niques of pathological diagnosis which, 
among other things, permitted the 
televising of a microscopic view of 
a frozen section of human tissues. 

These vastly different types of pre- 
sentations have shown only a small 
number of the myriad ways the RCA 
color caravan can be used to bring a 


new dimension—and thus new impact 
and effectiveness—to the electroni: 
wonder that is closed-circuit tele- 
vision, 

Business and other organizations 
who have used the RCA color cara- 
van in its first six months of operation, 
suggest the following as important 
points to consider when planning a- 
closed-circuit presentation—either in 
color or black-and-white: 

1. Deal with a responsible and ex- 
perienced organization for your tech- 
nical services and for any other pro- 
duction assistance you may require. 

2. Make your plans as far in ad- 
vance as possible. 

3. Script your entire presentation 
and rehearse it adequately. 


4. Select a point of origination 
which is most convenient to your or- 
ganization, considering the story you 
want to tell, but from which the pre- 
sentation can best be made. 

5. Consider added advantages of 
local, regional or even national pub- 
licity which can result from using 
closed-circuit color TV. 

Of course, each individual produc- 
tion requires the solution of individ- 
ual problems—and each presentation 
requires a mountain of work if maxi- 
mum results are to be achieved. But 
the record of closed-circuit television, 
in general—closed-circuit color TV, 
in particular—has shown emphatic- 
ally that the time and effort are well 
spent. 

Of one thing you can be sure, the 
use of closed-circuit color TV by 
American business is limited only by 
the imagination. The End 


COLOR CAMERA picks up microscope slides projected through new Bausch and Lomb 
“SpeedMatic” microscope. This allows physicians across the country to see tissue speci- 
mens immediately after they see an actual surgical operation on a theater-size TV screen. 
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ARTIST'S SKETCH of new association build- 
ing and model of exhibits planned for it, 
are preview of things to come in exhibit field. 


Permanent Exhibits the Coming Thing ? 


National Association of Home Builders to devote six floors 
in new Washington building to integrated exhibits of build- 
ing products. Three-year lease required of exhibitors on 


four-feet by four-feet units. 


BY ROBERT 


Traditionally exhibiting in America 
has been a short term business. The 
exhibitor, trying to reach his market, 
buys space at trade shows that last for 
three days, or occasionally as long as 
a week. Only a few times have exhibi- 
tors had to consider longer periods 
than this. 

A few state and county fairs have 
lasted as long as two weeks, and the 
few world fairs held in this country 
have sold space for a couple of months. 
But there have been only a handful 
of longer events, and only the largest 
companies could afford to enter a 
comprehensive exhibit. 

With this background, National 
Housing Center, Washington, D, C.., 
is striking out on a path which has 
few precedents when it invites manu- 
facturers of building materials and 
related products and services to sign 
up on a three-year lease. There is 
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Annual rental is set at $832. 


B. KONIKOW 


only one example that comes even 
close, and peculiarly enough, it is 
also in the building field. This is the 
Architects Samples Corp., New York 
City. (See Sates Meetinecs, Oct. 1, 
1954). 

Housing Center planners, however, 
feel that they are doing more than 
setting up a group of permanent ex- 
hibits. They feel that they are, for 
the first time, integrating displays 
into a well-rounded service center 
aimed at both the professional and 
amateur in the home-building field. 

The long lease is only one of the 
innovations introduced by the Center. 
Its floor plan does not call for rows 
of rectangular booths ranged along 
a central aisle. 

All space is sold in units that mea- 
sure four feet by four feet, and units 
bought by any exhibitor can be ar- 
ranged in any reasonable pattern. In 


addition, there is not the same re- 
striction on use of space that is cus- 
tomary in trade shows. No longer is 
the designer forced against the back 
wall of his space, for he can use the 
entire area of his unit, from 18 inches 
above the floor to a height of seven 
feet. 

Cost of such a unit is $832 a year, 
on a three-year lease. First three of 
the six exhibit floors are visible from 
the street, and a premium is added to 
the basic fee for this more desirable 
location. In spite of natural reluctance 
to try something new, acceptance of 
this exhibit plan has been remarkable. 
The Center is scheduled to open in 
the middle of 1955, with impressive 
ceremonies, and five months or so 
before opening, before any intensive 
sales effort had been made, about one- 
third of the space had been sold. 

The whole idea started a number of 
years ago, when it became apparent 
that National Association of Home 
Builders would soon need a home of 
its own. It was outgrowing its rented 
Washington headquarters. It had 
enough of a reserve fund, and this 
could be profitably invested in its 
own building. Then somebody had 
the idea of building more than a 
structure to house the administrative 
offices. Somebody proposed a center 
for housing, and the idea caught on. 

It was not a wholly new idea. After 
the war, a number of prominent 
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You can set your sights on a big show when you 
book it in Chicago's most modern exhibit area— 
the Morrison. Located in the heart of the loop, 
it's convenient to all forms of transportation, 
shopping, business, and entertainment! Offering 
a total of 1850 guest rooms; 30 air conditioned 
meeting rooms for 45 to 1500 persons; space for 
770 booths and sample rooms; and unexcelled 
banquet facilities, the Morrison has all the space 
you need for your biggest shows. 


Any way you look at it... 


the MORRISON has the finest facilities 


for any show or convention 
regardless of size! 


FACILITIES 


MEETING 
CAPACITY 


MEETING 
ROOMS 
LOWER LOBBY 
Terrace Casino 1500 

MEZZANINE 
Cotillion Room 


DINING 
CAPACITY 


Embassy Room 
Burgundy Room 
Hollywood Room 
FIRST FLOOR 
s Constitution Room 
Ballroom & Balcony 
Parlor A& 
Parlor B 
Parlor C 
Parlor D 
Ballrooms & Parlors 
Converted to 1 unit 
SECOND FLOOR 
Parlor E 
Parlor F 
Parlor G 
Walnut Room 
Venetian Room 
THIRD FLOOR 
Madison Room 
Exhibition Hel! , . ft. 
427-29-32-34 = each 


440 
528-30-32-34-36 
605 
Bungalow (42nd floor) 45 45 


30 each 
35 


JIWorrison Hf 


MADIS A 
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~ 
quent 298 to 35 


FS LLEELLLLEL IO LIOLS f 


1st FLOOR 


*The addition of ovr new Constitu- 
tion Room on our Grand Ballroom 
floor offers unexcelled flexibility 
in the coordination of meetings, 
catering, and exhibit functions. 


Ct. aAe 


3° FLOOR—BOOTH LAYOUT (j20- acon} 


WILLARD M. RUTZEN, Gen'l. Mgr. 


ROY POWELL, Sales Mgr. 


W. FRED PUFFER, Nat'l. Convention Mgr. 
TELETYPE CG 1685 


H | 


jotel 


Chicago's 
largest 
designers 
and builders 


Exhibits 
Showrooms 
Models 
Cutaways 


also 
RENTAL 
EXHIBITS 


eneral 
exhibits 


& displays 


ine. 


2100-32 NORTH RACINE AVENUE 


EAstgate 7-0100 


TIE sales effort 
together with 


TIES 


Athletic teams . . . or 

uae lie SALES TEAMS... score 
on collective effort! 
Worn by EVERYONE at 
your campaign kick-off, 
with your trademark, 
product, or slogan col- 
orfully reproduced, Ad- 
ver-TIES will unify your 
sales team! 


Decorated with a specific cam- 
paign motif, or with your slo- 
gon or product, for repeat 
wear, this HAND MADE neck- 
wear... will fire up your sales 
meetings! Designed for you... 
dignified or flamboyant . . . 
Buy Adver-TIES in any quantity 
- + one unit or a million! 


d quantity. 


AMERICAN 


| NAHB members had visited Europe. 


Some were on private business, others 


| travelled as part of government mis- 
| sions to lend American techniques to 
_ the tremendous problems of rebuild- 
| ing devastated cities of Europe. And 
| in the course of their travels, they had 
| visited the Bau Centrum in Rotter- 


dam. This had been set up by the 
Dutch government and building in- 
dustry to serve to bring new ideas to 
builders and architects of that coun- 
try. 

It was a place where new products 
and techniques could be examined, 
catalogs studied, and even orders 
placed. A similar center had been set 
up just outside of London. Many 
Americans who visited these centers 
felt that the idea could be adapted to 
our own needs. 

As a result of this thinking, plans 
were drawn up. In 1951 a plot of 


| land on L Street, halfway between 
| the Statler and Mayflower Hotels, 
| was bought, and architects started to 


work, guided by a National Housing 
Center Building Committee, headed 


| by Nathan M. Manilow, Chicago. 
| The building was 


to have eight 
stories, of which the top two would 
hold NAHB offices. Six full floors, 
with over 7,000 square feet on each, 
were reserved for exhibits and other 


| functions of the Center, plus a small, 


well-equipped auditorium in the base- 
ment. 


Major Space 


While exhibits are not the entire 


| purpose of the Center, they do oc- 


cupy the major share of space, and 
they will furnish the entire revenue 
of the Center. From the very begin- 
ning, the Center was not thought of 
as a repository for standard trade 
show display. Since they are not to 
be moved, and are to last much longer 
than normal displays, there is no need 
for stringent requirements of mo- 
bility that so often hamper a de- 
signer. A different type of construc- 
tion is called for. In addition, ability 
to use all the space in each unit al- 
lows a flexibility in design that is 
unusual. 

The role of the designer has been 
considered important. In the very 
early stages of planning, a design con- 
sultant, Leonard Rennie, was re- 
tained, and problems of designer have 
continually remained in the forefront 
of thinking. 

One of the first pieces of literature 
produced by the Center was a port- 


| folio for exhibit designers and build- 
| ers. This contained a general de- 
| scription of the purposes of the 


Center, its audience, its special ex- 
hibit problems, and other aids to 
produc? the most effective exhibit for 
this situation. Since then numerous 
bulletins have been issued. These have 
been sent to all major exhibit firms, 
and to anyone else who expressed an 
interest. 

In the middle of January, designers 
and builders were invited to a lunch- 
eon. meeting in Chicago, to discuss 
further the thinking of the Center. 
At that time, sketches and scale mod- 
els of exhibits planned for the Center 
were available for inspection, as well 
a few full-sized exhibits. 

Exhibitors will not be allowed to 
have regular representatives man their 
displays, nor will that be necessary. 
Plans require that each exhibit be as 
complete and self-explanatory as pos- 
sible. However, the visitor, whether 
layman or professional, will not be 
entirely on his own. Information 
Service of the Center will be there 
to help him. 


Trained Staff 


On each floor there will be an in- 
formation desk, with a main desk at 
the front entrance. Each of these 
desks will be manned with trained 
staff who will know about the ex- 
hibits and products on display. 

While there will be no giveaway 
literature on exhibits proper, what- 
ever the manufacturer wishes to dis- 
tribute will be available at the in- 
formation desks. This will enable the 
Center to distribute printed material 
effectively, reserving technical mater- 
ial for those able to use it. It will 
permit accurate reporting of expressed 
interest and analysis of visitors. 

While the exhibit area will be of 
primary interest to most visitors, 
there will be other activities of great 
value to the industry. Room is being 
reserved for a reference library on 
building, and a skilled library staff 
will be hired. It will be the first 
major collection on housing and 
building anywhere in the country. 

Orders are being placed for tech- 
nical periodicals from all over the 
world, and one job of the staff will be 
to publish abstracts of important 
articles from these journals. In addi- 
tion to receiving this digest, exhibitors 
will be aided to track down more in- 
formation on any item that interests 
them. This is a service which has 
been needed in this country for a 
long time. 

The auditorium will be made avail- 
able for demonstrations, meetings. 
short technical courses and exhibits 
of a special nature. It will be made 
available both to national groups 
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meeting in the nation’s capital and to 
local organizations. It will be part of 
a public relations pregram which 
should draw to the Center a large 
proportion of Washington’s heavy 
tourist traffic. 

In addition to consumer visitors, 
the Center should be a regular stop 
for any official visitor to the city, in- 
cluding visiting dignitaries, members 
of Congress, government officials, for- 
eign purchasing missions and others. 


Center Is Non-Profit 


The Center is planned as a non- 
profit enterprise, but its rentals are 
so scaled that there should be an un- 
known, but substantial, sum over and 
above the direct costs of operation. 
This excess will be turned over to 
projects that will benefit the industry 
as a whole, according to Neal Hardy, 
director of the Center, through 
NAHB Research Institute. Present 
thoughts are that the most needed 
work is in the area of market re- 
search. 

A continuing study is _ being 
planned that will report on current 
market trends in housing, going into 
considerable detail on specific items. 
A parallel study might cover buying 
intentions, somewhat similar to gen- 
eral studies that are being made by 
the government, but in sufficient 
detail so it will be of value to specific 
manufacturers. 

The Center is a well-rounded pro- 
ject that should be of interest to ex- 
hibit planners everywhere. While it 
is unlikely that such an ambitious 
project can be repeated in all its 
aspects, yet parts of it might be 
adapted to other cities or other in- 
dustries. But whether or not similar 
centers are started elsewhere, there 
are two items of interest to exhibit 
designers and builders everywhere: 

This is the first project in this field 
in which designers have played such 
an important role. Anxious to get 
displays with great impact, sponsors 
of the project early realized that the 
proper effect could not be obtained 
without a full understanding of their 
thinking on the part of designers. 
Standard, stereotyped approaches to 
exhibit design will not work here. 

Other effect of this Center is the 
influence it will probably play on 
exhibit design in general. Here will 
be 200 or 300 examples of what can 
be done when all of the space is used 
intelligently. Here will be an example 
of floor arrangements unfettered by 
standard straight aisles of most trade 
shows. Here will be a permanent gal- 
lery of the work of America’s leading 
exhibit builders and designers. 

The End 
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Oravisual 


Heavy Duty Chart Easel 


BRUTE-PROOF, SELF CONTAINED, PRACTICAL 


All Alumi designed especially for conventions, 
exhibits and other group meetings. Will support 
charts or displays of almost any size and weight at 
4 different heights. Folds small for easy storage. 


The projecting Chart Holders shown in the photo 
are hinged permanently to the easel and fold up- 
wards when not in use. Finished in attractive silver- 
gray hammertone, Model H 323 illustrated here is 
only $22.00 F.O.B. shipping point. 


Many other models and Visual Aids available. 


Write for free 16 page illustrated catalog 


ORAVISUAL COMPANY, INC. 
Box 609 Station A St. Petersburg 2, Fic. 


The world's largest manufacturer of 
all aluminum, all purpose easels. 


EXPERTS in convention lighting 
displays e parties e movies 
tv e theatrical e special events 


ie ee 


RENTAL EQUIPMENT 
OF EVERY VARIETY... 


We deliver anywhere in the 

United States. Jack Frost service a = . 
includes complete installation Emergency Lighting, GM Livonia Fire 
and removal. 


FREE ESTIMATES 


WRITE FOR FREE CATALOG LISTING JACK A. a? 


EQUIPMENT AND COMPLETE INFOR- 
MATION ON SERVICES. DEPT. SM, 234 PIQUETTE AVENUE 
DETROIT 2, MICH. * TRinity 3-8030 


cieappocsce HOTEL 
€ Beautiful newly decorated rooms 
and suites at attractive rates from: 
Single: $6.00 Doubles $8.00 
Suites $15.00 
Meeting Rooms Banquet Rooms 
Parking Convention Facilities 


it's the 


: Rooms and suites equipped with Westing- 
- house radios and TV sets. 
ALL THE SERVICES OF A 
GREAT HOTEL 


“Right in the heart of everything yet only ee, ig 


nine minutes from downtown L.A.” Gen. Mer. 


WORN AND TIRED, you arrive to find your office piled with accumulated work. 


Are Conventions Killing You ? 


Conventions are vital to good business, but do you let them 
take more out of you than you put back? Doctors warn that 
many executives overwork; don't give themselves a chance 
to revitalize. Do you rush back from a convention, too? 


BY JOSEPH MANUSOV 


Conventions can be deadly. A 
death certificate may never list “con- 
vention going” as the ailment that 
did yon in, but well it could. An 
obituary may not specify overwork 
brought on by conventions, but it 
might hit nearer the mark in many 
cases if it did. 

Take the average sales executive. 
For weeks in advance of a conven- 
tion, he works like a demon to get 
his desk in order before he takes off 
for a convention. 

He jumps into a cab, dashes for 
his plane or train, and rushes into 
the three to five days of hectic ac- 
tivity in the convention city. When 
he arrives at the hotel, he tosses his 
coat on the bed and sprints down 


30 


to the registration desk. From that 
moment on he puts in longer hours 
than is his normal routine and re- 
places regular sleeping and eating 
habits with “I’ll grab a sandwich and 
a nap now; later, who knows if there 
will be time.” 

He attends luncheons, but when 
it comes to dinners, they are usually 
hours later than his normal dinner 
hour. Every part of his normal rou- 
tine goes overboard, and at the same 
time he is working harder than ever 
to make his attendance pay off— 
whether as an exhibitor or attendee. 

No harm done by this stepped-up 
pace? It depends on what follows. 
To the average executive there’s 
plenty of harm done because: 


Immediately after the meeting 
breaks, he dashes back to his room, 
stuffs his suitcase full of soiled shirts 
and socks, fumbles to cram all his 
notes into a bulging briefcase, calls 
the beli captain to remove his bags, 
dashes down to the cashier to check 
out, jumps into a cab for his race to 
the train or plane. 

Does he relax on the way home? 
Usually not. He’s busy trying to 
find the notes he made while talking 
to that sharp distributor out in Mon- 
tana who licked the inventory prob- 
lem. He can’t find the business card 
from the prospect in Cincinnati and 
spends two minutes fuming and boil- 
ing through his pockets and brief- 
case in the search. And he finishes 
up his ride by underlining all the im- 
portant points he doesn’t want to for- 
get that are contained in the bulletins 
he picked up at the meeting. 


Relax Now? 


So he’s at his front door. Does 
he relax now? Not if he’s normal. 
First he has a session with the wife 
who starts to relate all her trials and 
tribulations while he was away hav- 
ing “a good time with all those old 
cronies who always get you drinking 
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bw! Fabulous! Opens May [sf 


Sheraton Hall 


WASHINGTON’S LARGEST BALLROOM IN WASHINGTON’S 
LARGEST HOTEL, THE SHERATON-PARK (Formerly Wardman Park) 


SHERATON-PARK HOTEL 


MOVABLE STAGE 
(professional theatrical equipment) | 
4g 


ALL AIR-CONDITIONED 


‘eB 


EXHIBIT HALL—over 16,000 square feet of 


exhibit space—entirely separate. ut ; 
"Gamat 


~ WIDE DOORS WELCOME 
QUICK LOADING AND UNLOADING. BANQUET KITCHENS ADJACENT. 


7% x 


CLOSED-CI 


‘ 


| BALLROOM—over 20,000 square feet— 
seats over 2000 for food functions; over 


3000 fer meetings. 


“AUTOMOBILES AND LARGE EXHIBITS. 


OTHER LARGE SHERATON BALLROOMS AND CONVENTION HALLS 


NEW YORK «+ Sheraton-Astor * Grand ballroom 
seats 3500 for meetings. 

CHICAGO + Sheraton Hotel + Main ballroom seats 
1600 for meetings. 

PASADENA + Huntington-Sheraton + Main dining 
room seats 1000 for meetings. 

CINCINNATI « Sheraton-Gibson * Roof garden seats 
1700 for meetings. Ballroom, foyer and parlors, 1220. 
BOSTON + Sheraton Plaza + Grind ballroom seats 
1600 for meetings. 

MONTREAL - Sheraton-Mt. Royal + Main ballroom 


seats 1200 for meetings. Sheraton Hall, 1000, Champlain 
Room, 1000. 
DETROIT - Sheraton-Cadillec + Grand ballroom seats 
1000 for meetings. 
SAN FRANCISCO - Sheraton-Palace + Garden court 
seats 1000 for meetings. 
All Sheraton Hotels have facilities for meetings or 
conventions, large and small. Additional information, 
floor plans, menus and rates on request. 

FOR YOUR NEXT CONVENTION 


Contact C 9 Hotels, 
at Sheraton-Park Hotel, Washington, D. C. 


si 


Now Booking 


“Now the bi 
_ biggest conventions 
sales meetings and trade shows 
can come to Washington” 
persons are not too man f 
500 not too few—fits omuaiee 
meeting!”’ 
Sheraton Hall j i 
is America’s 
oe advanced convention hall. 
as air-conditioned, sound-con- 
seamea and light-conditioned it 
a suspended ba 
movable stage. = 


Planning a Trade Show? Ss 

> sis h 
Hall’s exhibit space oh se anata 
rate) will do it proud. ¥ 


Having a lunch or d 
inner 
can entertain over ryeadyy ows 
sei oe are on the same 
oor. ere’s Sh osed 
Circuit TV, too, es : 
1 Sheraton Hall, largest in Wash- 
ington, is a two-story addition to 
the Sheraton-Park Hotel —for- 
merly the Wardman Park—ten 
minutes from the White House 
Completely air-conditioned the 
hotel has tennis courts outdoor 
s *. . . 
— pool, and sixteen-acre 
Many leading organizati 
ganizat 
already booked — from aeahea 
1955 right into 1957. Protect 
your date. Contact Manager 
Sheraton-Park Hotel, Washing. 
ton, D. C. Telephone COlumbia 
-2000. Teletype WA 75. 


SHERATON «<< <~ HOTELS 
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too much.” Worn and beaten by trip 
and distaff reception, he next must 
hurry to his desk to make out im- 
portant reports before he forgets 
them—while. the kids gather around 
annoyingly to tell all that happened 
to them while he was away. So goes 
his first night home. 

Off to the office in the morning he 
is greeted by a sky-high pile of corre- 
spondence on his desk, his secretary 
with a notebook full of notes of 
things to do, two telephones bursting 
to be answered, the boss’ secretary 
with a challenging expression who 


lets him know that the omnipotent 
already has been waiting 10 minutes 
for his arrival. 


Not Near Norma! 


Worn, bedraggled, foggy of mind 
and limp of physique, he is about to 
tackle all the details that accumulated 
while he was away. Work on his 
desk is twice its normal volume. But 
his physical and mental condition, is 
it twice as responsive? It isn’t even 
near normal. 


less time away from 
home and office... 


when delegates fly 


NORTHWEST 
Oncent AIRLINES 


Northwest gets delegates to meetings refreshed 
and relaxed! Only Northwest serves cities coast 
to coast, Hawaii, Canada, Alaska, the Orient. . . 
first-class Stratocruisers, low-cost Air Coach. 


Our convention-planning experts will handle 
details . . . arrange side trips, advise on half- 
fare Family Plan. Contact any Northwest 
office or Convention Bureau, 1885 University 
Avenue, St. Paul 1, Minnesota. 


Boost sales with AIRVENTURE INCENTIVES! 


At this stage you begin to notice 
that your normal work routine be- 
comes irregular. There is indecision 
on matters that you normally handle 
with dispatch. Mistakes and a host 
of things that go hand in hand with 
a man who is exhausted mentally and 
physically—and can’t bring himself 
around to such an admission—crop 
up. 


Get Over It? 


Do you get over such a siege. You 
think you do. Eventually you get 
back to normal, but you’ve lost a 
little vitality in the process. Literally, 
you've lost a few months or years 
of your life. 

“After a period of intense activi- 
ties or exertion, the body must re- 
gain its mental and physical strength, 
its vitality, otherwise the organs will 
not be functioning properly,” says Dr. 
John L. Dukes, a practicing physi- 
cian for over 50 years and still spry 
himself. “In young people,” Dr. 
Dukes explained to SALEs Mexrr- 
mNcs, “the body can bounce back 
more quickly than it can with older 
men. Given the same amount of 
work it will require more time for 
the older man to come back to nor- 
mal.” Dr. Dukes tells us that it is 
the lack of rest that is at least in- 
directly responsible for many illnesses 
of later life. In the past years there 
has been great advancement in the 
understanding and control of many 
diseases; new drugs have saved many 
lives, but there is no drug, except 
rest, for the tired man, says Dr. 
Dukes. It is normal to be tired and 
normal to rest. But, few convention- 
going executives ever think about it. 


Learn to Taper Off 


Says Dr. Dukes, executives should 
learn to taper off from the rush and 
excitement of conventions. They 
should take a break after a conven- 
tion—a week’s vacation and a change 
of scenery would mean executives 
would return to their desks rested 
and refreshed. 

“These people maintain a killing 
pace,” Dr. Dukes says of many bustl- 
ing businessmen. “They realize it 
when it is too late.” For at that point, 
new drugs and the !atest medical 
techniques can not help them. 


The man who was never sick a day 


in his life, known to be the most 
energetic the company ever had, the 
dynamo, the spark for the entire 
sales force, suddenly is a black-bor- 
dered item in the company news- 
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paper. Who ever thought that Char- 
lie Blake would kick off like that? 
Why just yesterday at lunch he was 
telling us about the two new distri- 
butors he lined up in the Southwest 
to handle the complete line exclu- 
sively. Of course he looked tired. 
Who wouldn’t after running around 
five days between the exhibit booth, 
hospitality suite and the wining and 
dining of prospects and customers? 
But who would have thought he 
wouldn’t wake up this morning? 
Things Charlie never analyzed: As 
an executive he is working harder to- 
day than ever before. During the 
past decade while production and 
sales have climbed and the labor 
force was shot up, executive numbers 
have gone up slightly. Add to this 
increase of normal activity the addi- 
tional burden of convention activity 
and you know why doctors shudder 
when they review your case. 
Suppose we take Charlie Blake 
back to his last convention and see 
what he should have done—what 
many wise executives are learning to 
do—to stay in business longer. 


Takes it Easy 


Instead of rushing back to his 
room after the last session to pack 
and beat it out to the airport, he 
walks to the coffee shop or grille and 
quietly peruses a folder of sports and 
recreational facilities available to him 
at this convention site. While he 
sips his coffee or martini, he decides 
whether he wants to golf next morn- 
ing or afternoon. 

Does he want to try the new pool, 
or perhaps take a leisurely stroll 
along that beautiful river he passed 
on his way to the hotel? He doesn’t 
make a hard and fast schedule for 
himself, but picks out all the things 
he can do that he likes, so that what- 
ever yen he has during the next few 
days, he knows exactly how to satisfy 
it. 

Isn’t it strange that executives 
gather in the most exclusive resorts in 
the world, in metropolitan hotels 
with the finest facilities for play and 
relaxation anywhere, and yet never 
use the facilities available. Go to a 
convention, manage to get in one 
short round of golf during the four 
days, and you think you’ve had your 
share of relaxation. “That’s the aver- 
age executive. 

Wise convention-goers now think 
in' terms of full week or 10-day con- 
ventions. If they spend three or 
four days at a meeting, they remain 
at the hotel for three or four more. 
Usually it covers part of the week 
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end so that they are missing little 
extra time from the office anyway. 
And, too, after a convention, hotels 
have plenty of quiet and can offer 
extra service. The hotel’s travel desk 
can take pains to point out all the 
worth-while sites and activities avail- 


able. 
Losing Time 


Four-day convention and three to 
four days to recuperate. How can 


n se 

xin gacilities 

nee S- 
‘s small gut 
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you afford to lose that much time? 
Think a minute. Are you really los- 
ing time? 

Take Charlie again. He rushes 
back to his wife who gave him a hard 
time because she had to sit home with 
the kids. From this he dashed to 
the office to find it inundated. His . 
head never cleared to do any produc- 
tive thinking or take important ac- 
tion for at least a week. Things he 
did do could have been done better— 
and he knows it if he will admit it 
to himself. So what did he gain by 


Over a thousand can be seated com- 
fortably for meetings in the new 
auditorium, 72’ wide by 112’ long. 

For a banquet it accommodates 
860. The 42’ by 20’ stage is com- 
plete with orchestra pit and 

dressing rooms. 


Other various sized rooms are suitable for 
any type of dining or meeting arrangement. 


A theatre, with inclined floor, provides lounge-type seating for 400. Its stage, 34’ x 
16’, also has orchestra pit and dressing rooms — plus a wide CinemaScope screen. 


For complete information 


a 
DIRECTO 


ress: 


R OF SALES 


WHITE SULPHUR SPRINGS, WEST VIRGINIA 


Or inquire of Greenbrier offices at: New York, 588 Fifth Ave., JU 6-5500 
* Boston, 73 Tremont St., LA 3-4497 + Chicago, 77 West Washington 
Street, RA 6-0625 + Washington, D. C., Investment Bldg., RE 7-2642 


rushing back to his office? 

Suppose Charlie extended his stay 
right at the convention hotel and just 
loafed around—even for a few days. 
He’ get a chance to unwind. Wita 
mind on swimming and golf instead 
of business, he could give his body 
and mind a chance to recharge. When 
he finally does get back to his office, 
he can tackle his backlog of work 
with renewed vigor—stimulated by 
the convention sessions and associa- 
tions and relaxed by his post-conven- 
tion vacation. 


Always a Place to Go 


Or instead of staying at the con- 
vention site, Charlie might take a 
short trip to a famous spot nearby. 
No matter what part of the country 
you go to, there is a fine vacation land 
not too far distant. Often it’s a place 
you always wanted to see but never 
got around to. 

Many organizations have recog- 
nized the need for post-convention 
tours. Did you ever notice how often 
physicians’ conventions are followed 
by post-convention trips. Doctors 
who work on an around-the-clock 
schedule know that once they get 
away from the office they should 
take advantage of the opportunity to 
relax. Some organizations prompt 
their members to plan their vacations 
around the convention trip. It’s a 
treat to the family and a genuine 


benefit to the man’s company. He 
returns clear- minded, physically 
sharp, a ready to tackle the toughest 
problems with facility. It is good 
business from any angle. 

A salesman who attends three to 
four conventions and trade shows a 
year is Joseph Mazer, field manager, 
Keystone Equipment Co., Philadel- 
phia. Mazer reveals that the post- 
convention trip idea was recom- 
mended to him years ago by a sales 
manager of a competitive company. 
It was suggested in response to a 
remark by Mazer concerning the 
length of time it took him to get 
rolling again. “Not that I didn’t 
feel fine after a show, but it seemed 
so long before I could get full steam 
up again.” It took him several years 
—after he got the sage advice—to 
act on the post-convention vacation 
idea. 


Returns Refreshed 


While Mazer may be worn out at 
the convention, he is refreshed before 
he returns to work. When he gets 
back in harness he has twice the 
vitality to tackle twice the work— 
not half the stamina to handle a 
double volume that goes with the 
get-right-back-to-the-office crowd. 

How about you? Does it take 
you days or weeks after a hectic con- 
vention or show to operate at top 
efficiency again? 


Viewed psychologically, many of 
us live as though we desire to die. 
(It was Dr. S. Freud who shocked 
the world into taking stock of itself 
with his theory that evzry man has 
a death wish.) Are you trying to 
prove Dr. Freud’s theory every time 
you pin a convention badge on your 
lapel ? 


Justification 


Justify it to yourself and your 
company in the most digestible man- 
ner—health or business—and your 
next convention will be better for 
you and your company, if you in- 
clude a post-convention vacation in 
your plans. 

While there may be disagreement 
on some points—you may or may not 
agree fully with the doctors who 
point out that your pace is killing— 
there is agreement that an exhausted 
staff has little company value. 

So, next time you plan a conven- 
tion trip, plan a few additional days 
for recharging the mechanisms that 
keep you going. The pile on your 
desk will appear to be a lot smaller 
when you return, and you'll zip 
through it in half the time. Even 
with the extra time away, your work 
will be back to normal a great deal 
sooner with a rest than without one. 
And, according to the doctors, you'll 


be around longer, too. 
The End 


THE LARGEST 


<A (OLDEN GATE 


— Beach’s complete CONVENTION CITY 


20 acres of luxury and tropical beauty 
from the Atlantic Ocean to Biscayne Bay 


e 650 accommodations—hotel and 
motel rooms, apartments, villas 


, @ 2 dining rooms—cafeteria 
»@ Convention hall seating 500 
,,@ 3 swimming pools 
Pe 2 cocktail lounges 
:-@ Tennis courts, putting 


RESORT OF ITS KIND IN THE WORLD! 


3 greens, badminton, 
# : archery, shuffleboard 


e@ Yacht anchorage and docks 
e Deep sea fishing fleet 


e FREE PARKING on 
premises for 800 cars Pa 


19400 COLLINS AVENUE, sanasas BEACH 41, FLORIDA 
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Sl For 1001 new convention Fe: 

¥ ideas, rates, special 
services, write to: 
MARTIN GRIFFITH 
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You can RECORD A NEW SO 
FOR EVERY TYPE OF AUDIENCE 


Your investment in a motion picture is protected against premature Xe 
obsolescence and limited audience appeal when you choose an 


RCA MAGNETIC RECORDER-PROJECTOR 


With this sturdy, dependable machine you make your own sound 
track in a few minutes—anytime you want to tell a new or different 
story. You use it to bring “stale” films up to date. Use it to deliver 
a message that’s tailored to fit your audience. Erase and re-record 
as often as you wish. It’s as easy and inexpensive as making a tape 
recording! Furthermore, with the RCA Magnetic Recorder-Projector, 
you can show your present, standard sound movies as well as your 
magnetically recorded films... switch from one sound track to the 
other at the flip of a switch. 


Sound movies are sharp sales tools. 
Let RCA assist you in getting the ones that hold their edge. 


Clip and mail coupon today. 


Radio Corporation of America 
Dept. P-275, Building 15-1, Camden, New Jersey 


[] Please send me without charge your new booklet, RCA Magnetic Projectors. 


f 
! 
! 
: | 
nse (] Please have nearest RCA Representative call me to arrange a demon- 
Audio-Visual Products | stration of the RCA Magnetic Recorder-Projector. 
RADIO CORPORATION | a 
of AMERICA | 
‘ , Divi minions te | COMPANY 
in Canada: RCA VICTOR Company Limited, Montreal | ADDRESS 
! cry ZONE STATE 
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AZ INT SCREEN 
Da-Lite 
Hide ° 


“PUSH-BUTTON” PROJECTION SCREEN 


... ow better than ever! 


NEW White Magic surface, improves 
color projection of slides and movies. 
Famous “Push - Button” Opening! 
One touch . . . extension tube pops up 
.. . legs glide open . . . you’re ready 
to go! 
TWO SCREENS IN ONE. 
Use it as a tripod model or hang it 
. and it’s completely portable! 


3 POPULAR SIZES 
50” x 50” $3525 


THE ROYALTY 
OF PROJECTION SCREENS 


MAIL COUPON TO: 


DA-LITE SCREEN CO., INC. 
2795 N. Pulaski Road, Chicago 39, Ill. 


Send my copy of ‘Better Audio-Visual Planning'*! 
Name 

Schoo! or Organization 

Title 

Address 


Zone State 


ee 


VIA CLOSED-CIRCUIT TV Murray Lincoln speaks to agents and policyholders. 


Customer Meetings Improve 
Product—and Company 


Insurance company expands meeting program along with its 
growth to national status. Through policyholder meetings 
company learns first hand what customers think of its prod- 
uct and company. Dozens of good ideas emerge annually. 


How would you like to have every- 
one to whom you sell your product 
tell you how to run your business? 

Farm Bureau Insurance Compa- 
nies not only want their policyholders 
to tell them how the business should 
be run, but go to elaborate pains to 
prompt them to do it. 

There’s nothing mysterious or 
strange about Farm Bureau Insur- 
ance’s views. While FBI might now 
express it exactly this way, company 
operations point to this: 

If policyholders in a mutual com- 
pany (who are actually owners) tell 
the company exactly what kind of a 
product they want, it’s a cinch that 
the company can sell it more 
easily. And if policyholders take the 
time and trouble to think about 1n- 


surance problems, they are sure to be 
better prospects for more insurance. 

To learn what policyholders think 
about the company, its policies, and 
factors that affect insurance rates, 
FBI developed a system of meetings 
throughout its 13-state area. Until 
recently, meetings were on a district 
level (323 districts in 13 states). 
However, FBI is reaching down fur- 
ther and now has its meetings oper- 
ating on a family level. 

How it works—and why it works 
(which, perhaps, is the most inter- 
esting facet of FBI’s meeting pro- 
gram)is revealed by Carl C. Bair, 
director, Policyholder Relations. 

“It’s a mew experience (for policy- 
holders) to be invited to take part in 
the operational plans of a big corpo- 
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Complete speaker comfort and ease of 
operation are combined with distinctive 
design in the new IBM Lectern. Its push- 
button elevation and its adjustable read- 
ing table make the Lectern automatically 
suitable to all speakers. 

Additional speaking aids consist of in- 
direct table lighting, speech timer with 
red warning light, clock dial, and con- 
venient microphone mountings with pro- 
vision for concealed cable. 

Remote control is available for adjusting 
Lectern elevation. 


The upper section of the Lectern may be 
removed for use on Senet tables, re- 
taining all the above 

features. 

Ample cabinet space 

is provided for in- 

stalling additional 

equipment, such as 

tape recorder, am- 

plifier, record play- 

er, or TV monitor. 


INTERNATIONAL BUSINESS MACHINES CORP. 
590 Madison Avenue, New York 22, N. Y. 


ration,” says Blair. “Most of them 
accept an agent’s invitation to par- 
ticipate in an advisory meeting out 
of curiosity. Many, I suppose, are 
flattered.” 

Until the Family Forum was con- 
ceived, FBI staged meetings on three 
levels: district, region and national. 


Ag-nts Invite 


Each agent or field man is re- 
quested to invite three to five policy- 


holders to attend a district meeting. 
Agents generally average two policy- 
holders each in attendance. With ap- 
proximately 15 agents and claimsmen 
in each district, these meetings aver- 
age between 30 and 40 policyholders. 

District meetings last about two 
hours and are guided by the district 
sales managers. These groups tackle 
any problem that concerns them. 
“They may be active in affairs hav- 
ing to do with safety, fire prevention 
or health projects. They may want 
to discuss and act on broader issues 


EXOTIC WAIKIKI ROOM 
known the country over for 
the most authentic Polynesian 
food, beverages and music! 


The height of hospitality 
since 1858! 


fil ill 


MINNEAPOLIS 


... Offering the finest, most 
modern facilities in the Northwest 
to travelers and conventions! 


FAMOUS JOLLY MILLER 
with its unique Charcoal 
Broiler features marvelous 
charcoal broiled specialties! 


GARDEN BALLROOM 

newly redecorated, accom- 
modates over 1100—It’s now 
the most magnificent room 
of its kind in the Northwest! 


Neil R. Messick 
General Manager 


Morgan Nichols 
Manager 


CONTINENTAL SUITE 
this brand new suite, one of 
many throughout the Hotel, 
is without a doubt America’s 
most beautiful guest suite! 


Telephone: 


ATlantic 3177 


. 


having to do with state or national 
problems,” states the booklet which 
FBI distributes to policyholders. 
Major objective of these meetings 
is to develop an understanding of 
Farm Bureau Insurance Companies 
among policyholders. Handbook for 
district managers points out, “The 
ownership concept -stirs their inter- 
est: the stated objective encouraging 
participation plus the organization 
through which their participation is 
made possible, convinces people their 
company operates to help them serve 
their insurance needs, and our sub- 
sidiary and investment program gives 
most policyholders satisfaction that 
theirs is a company to be proud of 
and one which is on their side.” 
‘Sites for district meetings are 
many. They include district offices, 
if large enough; church basements; 
lodge rooms; club rooms; public 
libraries; school auditoriums; hotels 
and restaurants. Some meetings in- 
clude refreshments; some sites are 
paid for. All arrangements depend 
on what is considered best for a 
particular area. Out-of-pocket costs 


for a meeting are seldom higher than 
$40 or $50. 


Fourth Year 


In its fourth year of meetings, FBI 
sessions keep the company alert to 
consumer interests. During each ses- 
sion (district meetings are held an- 
nually), a record is made of all sug- 
gestions and criticisms. These are 
included in the district manager’s 
report to the home office. While 
meeting attendees can discuss any- 
thing or express any opinion they 
may have, “We never have had a 
negative or destructive meeting,” 
says Blair. 

Two marked trends that have 
come out of policyholder meetings 
are: 

1. “Package” policies to cover a 
combination of risks. 

2. Simplification of printed poli- 
cies. 


New People 


As a rule, individuals who attend 
a district policyholder meeting one 
year do not attend the next. New 
people each year stir up new ideas 
and spread interest in the company 
over a wider base. 

At district meetings, an advisory 
committee of between three and five 
policyholders is elected by secret bal- 
lot. One of these and an alternate 
are selected to attend regional advis- 
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ory meetings. (There are about 14 
districts in each region.) 

At regional meetings one folicy- 
holder is chosen, on the basis of one 
from each five districts, to be repre- 
sented on the company advisory com- 
mittee. Thus, through a pyramid of 
committees, discussions and sugges- 
tions of district meetings rise to com- 
pany level. 


Newest Wrinkle 


Family Forums, newest wrinkle 
in policyholder relations, is being 
launched with this plan: 

One family starts by calling in a 
few neighbors for a social evening. 
“An agent or employe of FBI will 
usually take this initial step,” ex- 
plains Blair. The forum starts with 
six families or less and allows room 
for growth. “If families decide to 
organize a forum, they elect a chair- 
man, vice-chairman, discussion leader 
and secretary,” says Blair. Procedure 
for the first meeting is to have each 
person write one or more of their 
problems on a piece of paper. The 
problem that seems most popular is 
then discussed. When the discussion 
reaches its peak, it is cut off with 
plans for the next meeting. Family 
Forum members are invited to par- 
ticipate in district meetings so that 
their ideas start to filter up through 
the hierarchy of advisory committees. 

“A discussion guide is mailed to 
discussion leaders each month to give 
suggestions for group discussion and/ 
or action,” Blair points out. “Forums 
are urged to send minutes of all 
meetings to the home office.” 

When Farm Bureau Insurance 
Companies announced in January 
that they would become a national 
organization with a new name, 
Nationwide Insurance, it was auto- 
matic that policyholders as well as 
company personnel and agents would 
attend the announcement meeting. 
Via closed-circuit television to 21 
cities, FBI first revealed its expan- 
sion plans. 

Immediately after the telecast, 
Murray D.: Lincoln, president, de- 
clared, “If we could effectively reach 
them (policyholders), it would be 
economically feasible to use closed- 
circuit television for future meetings. 
It might be tried by sections.” 

The company’s use of closed-cir- 
cuit television was first in the insur- 
ance field and follows a long line 
of “firsts” among which are its pol- 
icyholder meetings. 

Starting as an automobile insur- 
ance company for farmers in 1926, 
FBI grew until today 108 different 
types of policies are offered. In 1934 
city folks as well as farmers were 
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buying Farm Bureau Insurance poli- 


Policyholder meetings were a nat- 
ural outgrowth of the cooperative 
movement from which the company 
sprang. When meetings of city pol- 
icyholders were suggested, agents 
were fearful. City folks, however, 
were not found too sophisticated to 
attend district meetings in metropoli- 
tan centers. Now just about every 
level of occupation, profession and 


regardless of the season. 


mb 


educational level may be found on 
national policyholder advisory com- 
mittees which meet annually in the 
company’s home office in Columbus, 
Ohio. 


Two-Day Conclaves 


National conclaves last two days 
and policyholder expenses are paid 
by the company. First half day is 
taken by officials who discuss the 
state of the company. This is fol- 


eM iinnt 


On December 15th . . . 1955 . . . The Seville makes its 
bow and joins the Sans Souci, the Saxony and the Sea 
Isle, offering the most complete convention facilities 

to be found anywhere. Lavish luxury, complete, 
unlimited facilities for business sessions for conventions, 
large and small . . . the same incomparable service 
which makes these the top winter-season resort hotels 
are what you, your delegates, and friends may expect, 


Located side by side, directly on the Atlantic Ocean, 

the Sans Souci, the Saxony, the Sea Isle and the Seville 
offer you 1050 luxurious bedrooms, 19 meeting rooms 
seating from 50 to 600, plus an auditorium at the 

Seville accommodating 1750 . . . Banquet rooms seating 
up to 1500, outdoor banquet facilities for 1500... 

3 famous nightclubs with dancing and shows nightly .. . 
3 coffee shops . . . 9 dining rooms, 9 cocktail bars. . . 

4 luxurious olympic-size swimming pools, all with cabanas 
and 1200 feet of private beach . . . Convention-trained 
personnel. Every function personally supervised. 
European, American or modified American plans optional. 
All completely air conditioned. Competitive rates. 


SANS SOUCI 
SAXONY 
SEA ISLE 

SEVILLE 


CONVENTION HOTEL GROUP 


Inquiries to: Robert H. Whalen, Sales Manager 3001 Collins Avenue, Miami Beach, Florida 
in Washington Phone: EX 3-6481@ In Chicago Phone: MO 4-5100® In New York Phone: MU 6-6990 
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Have more fun while you get things done — meet in 
sunny Miami this winter! Enjoy swimming, fishing, 
golf, and racing — all just a stone's throw from the 
Biscayne Terrace! 


@ Heart-of -downtown location @ Dining room, coffee shop, 
opposite City of Miami cocktail lounge 
Convention Auditorium @ Exhibit space 

@ 200 rooms with bath @ Sample rooms with 

@ Banquet and ballroom special lighting for displays 
seating 500 @ 100% air conditioned! 


BIS,CAYNE 
For full information, 
write Warren C. Freeman feua.ce HOTEL 


General Manager 


HOLLYWOOD’S 


L 
N 


LARGEST & 
FINEST a 
HOTEL 


0 
& 


* 7 BANQUET ROOMS 
* SWIMMING POOL 
* HOTEL GARAGE 

* CINEGRILL 

* GARDEN GRILL 


Airportransit Terminal 
Ay Airlines Center 


HOLLYwooo ROOSEVELT nore: 


Under Management of Hull Hotels 


7000 HOLLYWOOD BOULEVARD, HOLLYWOOD 28, CALIFORNIA 
Telephone HOllywood 9-2442 + Teletype LA 547 


SACRAMENTO 
ma CALIFORNIA » Hotel El Reuche 
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lowed by reports of district and re- 
gional discussion groups. Second day, 
the meeting is broken up into groups 
of eight, each lead by a district man- 
ager, to discuss company problems in 
relation to policyholder suggestions 
and desires. 


What's the Purpose of 
Policyholder Meetings? 


“To establish more mutuality of 
understanding and interest between 
policyholders and companies so as 
to preserve and develop the co- 
operative principles on which our 
companies are founded. 

“To provide a two-way channel 
of communication through which: 

“1. Policyholders can keep their 
companies informed of their 
needs and desires for insur- 
ance and related services. 

“2.The companies can keep 
policyholders informed of 
of their objectives, services 
and problems. 

“To develop grass-roots action 
groups of policyholders and others 
in helping to think through and 
solve problems having to do with 
the general welfare, the stabiliza- 
tion of our national economy and 
with world peace.” 


Before the next round of meetings, 
suggestions from policyholders and 
the companies’ reaction to them—and 
action taken—are reported back to 
advisory committees via a “Notes 
and Quotes” bulletin. Some 50 sug- 
gestions are reported as a result of a 
national meeting. These range from 
“Require agents to call on policy- 
holders more often” to “Provide 
periodic fire inspections for a small 
fee.” 


Explains Why 


When the company turns down a 
suggestion, it carefully explains why, 
to make sure advisory committees do 
not get the feeling that the whole 
procedure is a waste of time. How- 
ever, the company adopts enough of 
the suggestions to show its genuine 
interest in what its policyholders 
think. 

The change in name was a direct 
result of advisory committee sugges- 
tions. It is a big step. In the realm 
of paper work alone it means dispos- 
ing of $500,000 in printed forms be- 
fore the new name is used in Sep- 
tember. The End 
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The 34th Biennial Convention 
NATIONAL ASSOCIATION of POSTAL SUPERVISORS 


BOX 52, BISCAYNE ANNEX 
HONORARY CHAIRMEN 


SR. Valliere, Postmaste: 
Tom Smith, Mio-Bch Conv Di 


CONVENTION CHAIRMEN August 31, 1954 
BW. Bom, Gen 


George Mathews State 
VICE CHAIRMAN 
CM Gevld 


SECRETARY 
WH Brown 


TREASURER 
George Adams 
FINANCE Mr. Harry Esky 
5. E. Andrews Sales Manager 
’ Roney Plaza Hotel 
5 nell Miami Beach, Florida 


mocaan 800K Dear Mr. Esky: 
1. 1108 


I feel that I should convey to you our convention 
committees' appreciation for the wonderful Galla 
Buffet you served to 1550 Postal Supervisors 

in the Roney Plaza Gardens on augus 


erin varden Buffet 
A most successful convention. 


It has been a pleasure to work with you, Harry. 


TRANSPORTATION H 
W. Kistler ro «Sincerely 
. eS) “% 7 u 
4 
James F. Sladky 


Entertainment Chatrman 


INTERSTATE Lire & AccIDENT INSURANCE COMPANY 
quaeeneeea & Sanat 


Mr. Harry B. Esky, Sales Manager 
Roney Plaza Hotel 
Miami Beach, Florida 


Dear Harry: 


' y 
THI I have delayed writing you because of the time consumed in reading 
the most favorable comments I have ever received from our field 


i 
T 4 y orgamisation regarding our recent convention at the Roney Plasa. 
ON k = Sincerely, I want to extend ay sincere appreciation and congratula- 
4 tions to you and all those at the Roney Plase who did such « mar- 
velous job in making this year's convention the best in our company's 


- r I would also like to say to you personally that I have never 
well taken o 
1 VAN = -_ 
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WHEN EQUIPMENT IS TOO BIG, Allis-Chalmers uses models. Model 
of San Andreas plant of Calaveras Cement Co. (left) was part of 
Allis-Chalmers exhibit at 1954 American Mining Show, San Francisco. 
Exhibit (above) in 1954 Iron and Stee! Exposition, Cleveland, featured 
an animated, rectifier-supported hot strip mill. Viewers operated con- 
trols to simulate process of rolling hot steel strip, focal point of display. 


How Allis-Chalmers Does It 


Company uses models and cutaways of big equipment for 
its exhibits to save on transportation; uses two salesmen for 
each product on display and uses entertainment only for 
non-technical shows. Exhibit booklet advises personnel. 


BY HARVEY A. REINHARD* 


Whether you sell costume jewelry 
or ore crushers, you’ve got a prob- 
lem when you display your wares at 
a trade show or convention. 

The problem is a common one: 
How do I get the most from my ex- 
hibit dollar? It’s a matter of being 
sure that your convention and trade 
show exhibits really se// your prod- 
ucts, instead of merely adding an- 
other burden to your cost of sales. 

At Allis-Chalmers, the problem of 
getting our exhibit dollar’s worth is 
many-sided, because of numerous 
products manufactured and sold by 


General Machinery Division. Allis- 


*Mr. Reinhard is supervisor, Exhibitions & 
Conventions Section, Advertising & Indus- 
trial Press Dept., General Machinery Div., 
Allis-Chalmers Manufacturing Co. 
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Chalmers cannot attend all of the 
trade shows in every industry it 
serves, but the company does try 
to make a solid presentation at about 
15 national industrial shows each 
year. 

Mechanics of trade show selling 
(and it is considered selling) boil 
down to this concept: Trade shows 
are a valuable sales tool, far too im- 
portant to be dulled by a poor pre- 
sentation. 

At Allis-Chalmers, director of sales 
summons various product department 
managers and advertising manager to 
determine what trade shows will be 
entered and what products will be 
promoted. After these decisions have 
been made, information is given to 
the Exhibitions and Conventions 
Section (known simply as Exhibit 


Section) of “Advertising and Indus- 
trial Press Dept. 

In Exhibit Section are specialists 
who work full-time at mapping trade 
show strategy down to the last de- 
tail. The section plans the entire 
display, individual exhibits for the 
booth, supporting literature and 
makes hotel reservations for the show, 
to mention just a few details. 

At some shows, General Machinery 
works in cooperation with Tractor 
and Buda Divisions of Allis-Chalm- 
ers, while at others the presentation 
is limited to products made by Gen- 
eral Machinery. 

To avoid confusion and simplify 
the sales message, Allis-Chalmers 
usually limits its exhibits to a hand- 
ful of the 1,600-plus items bearing 
the A-C trademark. 

When a show is announced, Ex- 
hibit Section immediately learns 
whether the company will participate 
and then makes arrangements for 
necessary booth space. 

In the meantime, the director of 
sales appoints representatives to at- 
tend the show and names an experi- 
enced man (usually a district office 
manager) to act as team captain. 
The latter is in charge at the show, 
directly responsible to the director of 
sales. He makes out booth schedules 
and coordinates the work of sales en- 
gineers with that of product engineers 
assigned to supply specialized tech- 
nical information. 

Exhibit Section uses a plotting 
board and scale models to determine 
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where each machine, each piece of 
furniture will be placed in the booth. 
If the company has had no previous 
exhibit at the hall, an advance man 
may be sent to check the floor 
strength, freight handling fecilities 
and other details. 

Exhibit Section calls in professional 
display firms to prepare material for 
the show, clears copy with product 
engineers and obtains necessary photos 
and artwork for the display. Invi- 
tations, announcements, space adver- 
tising and other kindred matters are 
also put into motion at this time. 

By show time, all that remains is 
assembly of necessary materials at the 
site. “All that remains?” This is 
where the work begins anew. For 
example, there was the time when a 
piece of switchgear equipment was 
too large to fit into the elevator— 
and the show was on the 17th floor of 
a Pittsburgh hotel. This difficulty 
was overcome by building a platform 
on top of the elevator and loading 
the cumbersome machine on the plat- 
form. Thanks to careful planning, it 
hasn’t happened again, but the unex- 
pected is customary in the exhibit 
business. 

Since many of General Machin- 
ery’s products are “husky” items with 
big price tags, use of models and cut- 
aways serves a two-fold purpose. 
First, there is no need to tie up a 
product which can be sold to a cus- 
tomer. 

Secondly, there is a considerable 
saving in transportation costs and 
machinery movers’ fees when models 
are used. 

Case history of the totally-enclosed, 
fan-cooled motor is an_ illustration. 
At one time it was the custom to 
ship an actual moter to a trade show 
—and a 125-hp TEFC motor weighs 
about 3,800 pounds, plus another 
1,000 pounds for the skid to get the 
motor into position. 

Shipping, rigging and handling 
costs were sky-high, and the motor 
was in demand for several shows each 
year. So, a full-sized wooden model, 
weighing one-fourth as much as the 
genuine article, was purchased four 
years ago. This model has already 
paid for itself in shipping cost savings. 

Convention sales groups have this 
cutaway model which can be used to 
point out advantages of Allis-Chalm- 
ers design. The model is so realistic 
that the average viewer refuses to be- 
lieve it’s made of wood. Ordinary 
putty, for example, has been placed 
into position to simulate the welds 
used to join the supporting plates to 
the motor shell. 

Other models, such as the one- 
fourth scale switchgear replica, are 
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“Meeting called 


to order” 
aboard the Santa Fe 


Your meeting can start the minute you depart, 


You have the room and facilities en route to 
your sales meeting or convention via Santa Fe to 
have business and social gatherings on the train. 


Let us plan your next trip and show you how 
these travel features can add to the success of 
your sales meetings or conventions. 


%* You can arrange for a special car or an 
entire special train. 


* You have the opportunity to make 
special meal plans en route. Fred Harvey 
service. 


%* Stopovers at points en route for busi- 
ness or pleasure. 


* Generous baggage allowance. 


* Opportunities for local publicity and 
promotion along the route to your 
meetings. 


R.T. ANDERSON 
General Passenger Traffic Manager 
Santa Fe Lines, Chicago 


PENNSYLVANIA 


CONVENTION FACILITIES 
FOR MEDIUM 
AND SMALL MEETINGS 


Scenic, secluded location at the 
“top of the Pocono Mountains” — 
a fine hotel with every provision 
for successful meetings. Full con- 
vention equipment, experienced 
staff, fine accommodations with 
bath, wonderful food and every 
major sport. 


e THREE MEETING ROOMS — for 
groups of 125, 75, and 50 persons. 
PUBLIC ADDRESS SYSTEM — and 
telephones in each guest room. 
VISUAL AIDS — bulletins, black- 
boards, slide projectors, motion pic- 
ture projectors. 

EXHIBIT AREA — central location 
in lobby. 

TRANSPORTATION — near junc- 
tion of Rts. 90 and 611 in the heart 
of the Poconos. Very convenient bus, 
rail, and air services. 

e ONLY 90 MILES FROM NEW 
YORK AND PHILADELPHIA 


For additional information 
and available dates Fall — 
1955, Spring & Fall — 1956 
and 1957, write to 


Edward C. Jenkins, Manager 


"SKYLINE (NN 


and (ottages 


Mount Pocono, Pennsylvania 
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| apparently 
| though, the display uses a hoop pass- 
| ing back and forth over two sheaves 
| connected and driven by Texrope V- 
| belts. 


| better job at a better price. 


| national 
| people see 


made with carrying cases so they can 
double as salesmen’s ‘‘samples” when 
not actually being shown at exhibits. 

That’s another reason for using 


| models: Cost can be amortized over 


several shows and in the visual-aids 
program as well. : 
Some models are ingenious, like 


| the one that uses the magician’s prin- 


ciple of levitation. Instead of a hoop 
passing over the body of a young lady 
suspended in mid-air, 


Another display shows a lint- 
proof motor enclosed in a glass case 
full of lint, to exaggerate its operat- 
ing conditions. 

Allis-Chalmers doesn’t use pretty 
girls, elaborate giveaways or other 
similar means to attract customers to 
its booths. Since A-C displays are 
found at industrial shows, it is felt 
that a large portion of the audience 
consists of engineers and technicians 
who are genuinely interested in learn- 
ing things to help their firms do a 
Allis- 
Chalmers meets this type of customer 
with a product-planned exhibit booth, 
staffed by personnel who know cus- 
tomers’ problems. Entertainment of 
customers is confined to a conference 
suite. 

One possible exception to the above 
is the national Rural Electrical As- 
sociation convention, which attracts 
officials of local REA groups as well 
as technical personnel. The A-C ex- 
hibit at this show usually combines 
a product presentation with a “live” 
act. The display assures the company 
of “sell” copy in front of every booth 
visitor and the live show combines 
clean entertainment with a few words 
about electrical problems and Allis- 
Chalmers products. 

Visitors at REA shows in the past 
have seen Allis-Chalmers use magi- 
cians and ventriloquists in the enter- 
tainment. The 1955 edition brought 
in a puppet show with a story about 
voltage regulation problems. Profes- 
sional entertainers are hired for this 
type of show, usually doing a 10- 
minute sketch once an hour. 

More than a century old, Allis- 
Chalmers is no stranger to the trade 
show concept of selling. The firm 
won a grand prize at the Louisiana 
Purchase exposition in St. Louis in 
1904 and a gold medal at the James- 
town exposition in 1907. 

It takes an average of 10 salesmen 
or two for each product, to staff a 
exhibit. About 200,000 
General Machinery’s 
shows in the course of a year (this 
does not approach the crowds exposed 


| to the Tractor Division’s exhibits of 


farm machinery at state and county 
fairs). 

Regardless of the amount spent for 
materials, an exhibit can be no better 
than the men who staff the booth. 
Trained sales personnel are necessary 
to explain new products, to answer 
customers’ queries and to evaluate, 
when required, differences between 
your products and those of competi- 
tors down the aisle. 

Too frequently a firm will put up 
a fancy display booth and then staff 
it with new salesmen to give them 
“experience.” It’s true they must 
get their experience somewhere, but 
the customer expects his questions to 
be answered by a seasoned man. 
Trained sales personnel are a “must” 
on your exhibit booth staff. 

With its large-scale participation 
in trade exhibits, Allis-Chalmers 
needs to be sure of an overall per- 
formance to match its investment. 
Two recently-released booklets are 
examples of steps taken toward this 
end. 

One, entitled “Displays” gives 
Allis-Chalmers’ district office and dis- 
tributor a complete run-down on ma- 
terials available to them for use in 
local shows. Illustrated in four col- 
ors, the book shows displays of gen- 
eral purpose equipment sold by dis- 
tributors, who may request the use 
of the displays for exhibits. 

Second booklet, called “You're 
Here to Sell,” summarizes what is 
expected of Allis-Chalmers represen- 
tatives at trade shows. Included are 
such points as customer reception, 
product information, booth and per- 
sonal appearance. 

What makes the booklet readable 
are humorous cartoons used to stress 
various points. Copy refrains from 
preaching and suggests that A-C 
salesmen know better than to violate 
the simple rules of courtesy and good 
judgment outlined in the book. 

“You’re Here to Sell” was pre- 
pared by the Advertising Depart- 
ment after discussions of trade show 
problems with members of Exhibit 
Section. It concludes with the fol- 
lowing theme: 

“Tt’s Like This . . . Trade shows 
and exhibits are basic sales tools. 
Your customer is at the show pri- 
marily to see What’s New .. . to 
learn what will help his business . . . 
to buy new ideas and new equipment. 
And You? You're here to sell.” 

Remember, to get the most from 
your exhibit dollar, you must try to 
plan every detail and leave nothing 
to chance. After all, your competi- 
tors can buy as much booth space as 
you can—the presentation and the 
personnel are the payoff. 

The End 
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FOR HIGHLY SUCCESSFUL SALES MEETINGS 


if high pomt inn 


in Pennsylvania’s Pocono Mountains 


GOOD REASONS TO SELECT A RESORT SITE 
FOR YOUR MEETING: 


1. No parking problems 4. Everything under one roof: meeting 
rooms, exhibit space, dining rooms, 
bed rooms, etc. 

5. Plenty of recreational facilities for 

3. No big city distractions relaxation after “‘business hours”. 


2. Assured attendance because of 
vacation aspects 


SPECIAL LOW 


r : : GROUP RATES! 
High Point Inn 


Mount Pocono 54, Pa. S S 
j Att. Mr. Chas. D. Geissinger, Managing-Owner a 

Please send me, at no obligation, your detailed brochure describing High Point inn's 

group meeting facilities. 


Our organization is planning a 


(function) 
on or about. and there will 


be opp 


: high point inn 


Mount Pocono 54, Pennsylvania 
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FHSS 


An ideal 
setting for 


conferences of 
25 to 100 


persons 


Conveniently Located 


between New York and 
Philadelphia 


Perfectly Situated 


adjoining Princeton University 
campus 


Excellent Facilities 


spacious private function rooms 


Experienced Staff 


to make meetings pleasant and 
productive 

Fine Accommodations 
125 rooms, Cocktail Lounge, 
two Restaurants 

Ample Recreation 
overlooking Princeton golf 
course. Tennis. 

Gracious Atmosphere 


Authentic Early American 
appointments 


For information, write or call 
G. Bland Hoke, General Manager 
Telephone Princeton 5200 


Princeton, N. J. 


| to the junk heap? 


| struction. This 


+ 


4g EXHIBIT > 
V+ syangis3® 


EXHIBIT CLINIC 


Tips from Exhibit Producers & Designers 
Assn., representing nation's top displaymen. 


When Is an Exhibit Too Old 


BY ROBERT WETSTEIN 
Dyna-Graphic Displays* 


When do you consign a display 
What rule of 
thumb can you use to determine when 
your display reaches a point of mar- 
ginal return on the investment? 

First thing is to determine what 
we mean by an “old” display. There 
can be no hard and fast rule speci- 
fying the number of years or the 
number of shows for which a display 
can be used. 

Some displays which are used in a 
large number of shows with consid- 
erable shipping and handling can be 
considered old after one or two years. 
Other displays which are used at only 
one show every one or two years 
can be used for a period of five to 
10 years if the product story does 
not change. If the product story to 
be told is a static and repetitious 
thing, a display can have a much 
longer life than if the product story 
changes year by year or month by 


| month. 


Some displays can be considered 
old when the majority of the poten- 
tial customers of the product have 
seen and are familiar with the prod- 
uct story. This can occur at one 
show or sometimes it might occur 
only after 10 shows. 

In general, most displays after two 
and a half to three years can be 
considered old due to natural wear 
and fatigue which sets in on the now 
generally used display materials such 
as wood, masonite, plastic and lac- 
quer. 

Some displays are built for a spe- 
cific product and are to be used at 
one specific show in some unusual 
size space. Such a display can be 
considered old after this one use. 
This should be considered in the dis- 
play’s planning, budget and _ con- 
type of display 


* Brooklyn, N. Y. 


should be disposed of immediately 
after the show and no expenses should 
be wasted on storage and shipping. 
This type of display design should 
be avoided if at all possible. 

An old display can in general be 
considered as one on which the main- 
tenance cost for each additional show- 
ing approximates 10% of its orig- 
inal construction cost. This 10% 
should cover cost of repair, fixing 
cases, repainting, washing, handling, 
storing and general touch up. 

Up until the time the display re- 
pair costs reach this approximate 
point, it is probably economical to 
save displays and to pay for their 
shipping, storage and handling. Once 
it hits this point, additional repair 
costs for future shows will undoubt- 
edly climb much more sharply and it 
will be a continuous drain on the 
display budget. It can not look clean, 
fresh and representative. The dis- 
play should be disposed of and re- 
placed with a new exhibit. 

Of course, displays which have 
not been designed to easily change 
product stories, should be avoided 
as they will become too expensive to 
fit into a flexible and varied display 
program. New displays should be so 
designed that the product story can 
be changed or altered at a minimum 
of cost. This can always be done 
whether it is a modular display, a 
package unit, or a large display built 
for a specific show. Large displays 
can be designed with modules of 
eight- or 10-foot units which need 
not be repetitious and which can be 
used as individual displays for small- 
er shows or in the display users 
showroom. 

It is recommended that this 10% 
yardstick be followéd in the decision 
to re-use displays and the expenditure 
of more money on shipping costs, 
storage costs and changing of the 
product story. The End 
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Meeting in 


ANA 


DMONT 
JASPER O EDMONTON 


VANCOUVER BANFF O / CALGARY 


VICTORIA 


\—e 


SEATTLE 


CHECK THE ADVANTAGES OF 


LAST YEAR magnificent SUPER-Constellations inaugu- 
rated a faster-than-ever service east and west between 
Montreal, Toronto, Winnipeg and Vancouver, augmenting 
regular TCA transcontinental flights. 

This year famous, swift-flying TCA Viscounts — first 

ropeller-turbine airliners in North American skies — have 
a serving U.S.-Canada and Canadian inter-city routes. 

Now the quick and easy way TO AND ACROSS ALL CANADA 
is quicker, more convenient than ever! 


Less than a day! By air, it’s less than a day to any 


@ HALIFAX 


BOSTON 
NEW YORK 


OIT 
ICAGO @ CLEVELAND 
© ATLANTIC CITY 


TRAVEL... 


major Canadian centre from any large U.S. city. TCA 
makes regular daily connections with U.S. airlines at 
New York, Chicago, Detroit (Windsor), Cleveland, Boston, 
Seattle, Tampa. 


SPECIAL FARE REDUCTIONS AVAILABLE FOR GROUP TRAVEL 


See your Travel Agent or TCA Office in: Boston, Chicago, Cleveland, Detroit, 
Los Angeles, New York, Seattle, Tampa-St. Petersburg. 


TRANS-CANADA AIR LINES 


One of the world’s great airlines... serving Canada coast to coast... important 
U.S. cities... Britain and Europe... Mexico, Bermuda, Nassau and the Coribbean 


IN THE LAND OF SUNSHINE 


-. AT THE NEW HOTEL witH 


it's a delightful difference The Balmoral offers — 


a unique combination of casual charm and 


country-club luxury, that insures greater success 
and enjoyment for any convention or sales meeting! 


11 Meeting Rooms, varied in size, 
seating from 10 theatre-style to 500 
banquet-style! 


Numerous Additional committee, 
board, press, exhibit, etc., rooms! 


Garden Banqueting, terrace dining, 
and outdoor barbecues in ‘“‘The Gilen”’! 


Three Separate Dining Areas, with 
prompt service to expedite mealtime 
“breaks”. Also three cocktail areas. 


Planned Activities for wives — beach 
parties, wiener roasts, bridge, cabana 
club, etc. 

Six Vast Oceanfront Acres...2 full 
blocks of ocean beach! 


ON THE OCEAN IN BAL HARBOUR, 
MIAMI BEACH FLORIDA 


Olympic-size Swimming Pool, with 
cabanas and lounging patio! 


Embassy Room for Dining-Dancing, 
with top entertainment and Emil 
Coleman’s Orchestra! 


Balmorai Club for cocktails—indoor 
and terrace! 


Air Conditioning, individually control- 
led; radio; and circulating ice water in 
all 262 luxurious guest rooms. 


Free Publicity Service, by experts 
in the field! 


a 


Get ALL the advantages of The Balmoral's “different difference’ 
for YOUR next meeting! For DETAILED INFORMATION, available 
dates, etc., write to Jean S. Suits, Managing Director. 
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TRADEMARK CHARACTER'S coming to life might 


seem a worn-out idea, but still has audience impact. 


LOOKS LIKE A BUS and it is. Schenley chose this meeting "site" to show distributor 
salesmen large number and variety of outdoor signs used in a city during a sales drive. 


When Is Your Money Going Down the Drain? 


Three types of meetings contribute to the waste of time and 
cash: "Statistical", ‘Blue Sky" and "Dog and Pony." These 


sessions fail because audience "wants" are not considered. 


BY H. LAWRENCE LAUPHEIMER 
National Merchandising Manager, Schenley Distillers Co. 


Recent issue of Advertising News 
Letter, published by the Chamber of 
Commerce of the United States, said 
in part: 

“Within the next year over $400 
million will be spent on sales meet- 
ings and most of it will be wasted.” 

Bold statement? Perhaps, but 
there is more truth in it than meets 
the eye at first glance. 

What is wrong with many sales 
meetings ? 

First, far too many of them “just 
happen.” The boss decides that a 
meeting should be worked up to stim- 
ulate his salesmen into greater pro- 
ductivity. Word goes down the line 
until finally somebody whips up a 
meeting based strictly on hot air. By 
having sales meetings only when there 
is something important going on you 


48 


can whip 50% of this sales meeting 
bugaboo. 

Next thing to consider is the audi- 
ence itself. Generally, men attend 
because they are ordered to be there 
by the boss—not because they want to 
be. Are they interested in what’s 
going on? Definitely not. Why not? 
Because most of them believe they 
know more about the subject than 
the speakers. If you don’t believe 
that statement, just ask any salesman! 

A meeting should take into consid- 
eration the information that an audi- 
ence wants to hear—and does not 
want to hear. Let’s look at some 
of the things that salesmen don’t want 
to hear—some of the types of sales 
meetings that will not produce re- 
sults. 

1. Statistical Meeting: A speaker 


unveils a big graph to show inter- 
twining red, blue, green, orange and 
purple lines. He relates various fac- 
tors involved in increased cost of liv- 
ing and how the present dollar buys 
50% less than it did in 1939. “But 
if you go by the 1949 scale of oper- 
ations, you will find that 32% of 
business has fallen into the hands of 
74% of the dealers, etc.” 


Something They Can't Use 


Most salesmen definitely are not 
interested because the speaker is tell- 
ing them facts they cannot use. Pure 
statistics should be avoided unless 
they mean something of vital im- 
portance to every man in the audi- 
ence. 

2. Blue Sky Meeting: At these ses- 
siens a powerful speaker consistently 
talks down to his audience—eulo- 
gizes everything as “the greatest”— 
tells of his personal business success. 
Again, the audience is not interested, 
and the meeting is a waste of money. 

3. Dog and Pony Meeting: This is 
a big meeting where special entertain- 
ment and very expensive sets and 
props are employed. ‘The audience 
will long remember the magician 
pulling the rabbit out of the hat but 
will soon forget the speaker’s message. 

These are the three most common 
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OS STEEL Serrtt 


wmrTeD stares 


STEEL SUPPLY 
owreo suares sven =, §. STEEL SUPPLY 


tht 
ve, 


@ ideas created an office-like atmosphere 

for doing business in this U. S. Steel exhibit. 

Four distinctive booth arrangements were-achieved through modular design . . . 
each selling the advantages of steel warehousing services . . . 

giving plenty of additional exhibit “‘mileage.” 

Ideas can stretch your exhibit dollars . . . and we would welcome 


the chance to discuss our ideas with you. 


GARDNER DISPLAYS 


PITTSBURGH e« NEW YORK « CHICAGO °* DETROIT 


SI ulecducing lhe 
oan refurbished and 
MOSAIC 


redecorated, the new Mosaic Room 


. M is now available for meetings, 


banquets and receptions. Across from 


the new Coffee House on the quiet 
: q 
the New Yorker's 

Lower Lobby, this attractive room is 


newest 
p r ; Vv at e f unc t s on room the new two-way escalator. Air- 


conditioned and wired for closed 


easily accessible to the lobby by 


circuit Television, the Mosaic Room 
also offers a large adjacent kitchen 
which provides delicious food and 
prompt service for banquet functions. 
For full information concerning the 
Mosaic Room . . . and the other 
attractive ballrooms and meeting 
rooms of the New Yorker . . . please 
contact our Sales Department. 
LOngacre 3-1000. 


Teletype: N. Y. 1-1384. 


© 
THE MOSAIC ROOM 


Capacity Meetings 400—Banquets 350 
Dimensions 90’6” x 32'6”—Height 18’ ee 
Floor Area 2867 '/, square feet 
Location Lower Lobby 


HOTEL 
34th STREET AT 8th AVENUE Cw/ Cnr 
NEW YORK I, N. Y. 


STORAGE AREA 
270 FT 


Mi — exaaton To Losey 


FaercwT EL. GvaroR 


Direct Tunnel Connection from Pennsylvania Station A HILTON HOTEL 
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types of non-productive meetings, 
adding up to lost money, time and 
effort. Now for meetings that pro- 
duce results — meetings where sales- 
men absorb some facts and ideas to 
help them make additional sale... 


Least Expensive 


Most popular type of meeting to- 
day is the least expensive. It’s a 
straight-forward business meeting, 
strictly informal, where down-to- 
earth understandable facts are pre- 
sented to the audience. This type of 
session calls for a minimum of props 
but is highly productive because it 
outlines programs and campaigns on 
a local market basis, presents individ- 
ual quotas and even indicates each 
man’s potential income. When you 
talk “money in the pocket,” every 
salesman is vitally interested. 

Another variation of this is the 
“Partnership Meeting.” This in- 
volves a discussion with salesmen as 
though they were partners in the firm. 
They are told what they should ex- 
pect of the company and what they 
should do for it as their contribution 
to the success of this mutual arrange- 
ment. 


More Costly 


Another type of meeting that is 
successful is more costly, but can be 
depended upon to produce results. 
This involves use of colored motion 
pictures or a closed-circuit television. 
Either method holds tremendous in- 
terest for salesmen because they hear 
and see their friends and associates on 
the screen and there is nothing to dis- 
tract their attention from the message 
being spoken. 

For a series of meetings over an 
extended period of time, motion pic- 
tures are an excellent solution. With 
this method of presentation there is 
no trouble about proper timing—you 
can have a meeting any time you 
want, any place you want. Any 
salesman in any market can, with mo- 
tion picture film, put on a fine pro- 
fessional meeting. 

Films or television eliminate neces- 
sity to send home-office executives out 
into the field, normally an expense 
in both time and money. But a word 
of caution—don’t attempt to produce 
a show of this type yourself. Hire a 
professional producer. 

There is still another highly suc- 
cessful type of meeting. It involves 
audience participation. Since current 
radio and TV quiz shows seem to 
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intrigue the public, we at Schenley | 
intrigue our salesmen by conducting 
a meeting a la television quiz. 

We send out questionnaires in ad- | 
vance to salesmen who are scheduled 
to atterd our national meeting. They | 
jot down any and all questions they | 
would like to have answered on sub- 
jects such as production, advertising, 
sales promotion, merchandising or 
selling. 

When they come in for the meet- 
ing, they are faced by a panel of 
executives from the sales, advertising, 
sales promotion, merchandising and 
production departments. A moder- 
ator presents questions previously sub- 
mitted by salesmen and answers are 
given by the proper panel members. | 

The “surprise stunt” is often util- 
ized to insure the success of a busi- | 
ness gathering. As an example, we | 
recently used the “talking package” | 
gag. Asa principal speaker was mak- | 
ing his appearance, an off-stage voice | 
interrupted him. When the speaker 
invited the heckler to come out on the | 
plattorm, a six-foot paper mache bot- | 
tle of Schenley was pulled out on the 
stage. 

By means of microphone and loud- | 
speaker, the “bottle” told its own 
story, on the theory that the package 
itself knows more about selling than 
any human being. Salesmen listened 
to a package speaking and absorbed 
the message that they might not have 
appreciated if it had come from a 
sales manager. 


Surprise Twist 


Another surprise twist is to bring 
your trade mark or trade character to 
life, if it can be done in an appropri- 
ate manner. 

At a recent sales meeting for I. W. 
Harper whiskey the final speaker 
closed his remarks by calling upon 
“another member of our staff—a man 
each of you knows individually—a 
salesman who has made more retail 
calls than all of you put together.” 
Thereupon a live actor dressed in a 
costume of the 1870's to represent the 
I. W. Harper trademark came out 
from a huge blow-up of the I. W. 
Harper magazine advertisement and 
made a six or seven minute speech 
that was remembered long after the 
other speakers’ words were forgotten. 

There are other types of unusual 
meetings. A couple of years ago we 
had a birthday party for another 
Schenley brand. We brought in a 
huge birthday cake—everybody cut | 
himself a  piece—everybody sang. 
“Happy Birthday”—and then agreed | 
that a birthday “gift” should be given | 


Put your 
Salesman in 
this 

picture 


The most highly prized 
sales incentive is a luxurious cruise 
to Bermuda and Caribbean resorts. 
This has been proved in contests 
conducted by: 


Admiral Television 
Bankers Mutual Life 
Chrysler Continental Assurance 
General Electric 
International Harvester 
Philco  R.C.A. Victor 
Swift 
Westinghouse 

—and many others! 


A Furness Cruise tops everything 
else when offered to contest 
winners. Give this out-of-the- 
ordinary prize and watch your 
salesmen really sell! There are 
innumerable possibilities for 
dramatizing such a prize which has 
universal appeal. We'll be happy to 
show you how it can be done. A 
word will bring you the plans 

and promotion material. For 
complete information, 

Sales Department 


FURNESS LINES 


34 Whitehall Street, New York 4, N. Y. 


IDENTIFICATION 


BADGES 


convention \ 


SOUVENIRS 


q ADVERTISING BUTTONS ad 


Advertising Specialties 


BIG LINE, attractive, useful and prac- 
tical Items. Key Tags, Rulers, Card 
Cases, Pocket Knives, 

Tape Measures, Spinning Tops, Clothes 
Brushes, Pocket Mirrors, Computers, 
Calculators, Calendar Cards, Blotters, 
Signs, Letter Openers, and many other 
clever specialties for every occasion. 


WRITE for catalog, samples, and 


prices, stating probable quantities 
required. 


PARISIAN 
NOVELTY COMPANY 


3510 So, Western Ave. 
Chicago, Ill. 


Manefacturers Since 1897 


> 
* 
% let 


Miami Beach 


Conventionland U.S.A. 


New air-conditioned Municipal 
Auditorium seats 4,500 

e Offers new approach to conven- 
tion success 

e Greatest concentration of new 
hotels in the world 

6 29,000 hotel rooms 

@ Fine restaurants 

e@ Famous shopping centers 

@ Delightful weather year-round 

@ Reduced rates for spring, 
summer and fall conventions 


or information, write: Tom F. Smith, Dir. 

Miami Beach Convention Bureau, Municipal 
— 1700 Washington Avenue, Miami 
Beach 39, Fla. 


This Message is Prepared and Published 
by the City Government of Miami Beach 


' ing’s worth. 


the distributor’s sales manager—that 
gift, of course, was an increased sales 
quota pledge by each salesman. 


Glamor Meeting 


The final general type of meeting 
to be discussed here is the “Glamor 
or Showmanship Meeting.” These 
are meetings that really cost money— 
the type that contribute heavily to the 
$400 million expenditure mentioned 
previously. ‘These sessions usually 
include luncheons and dinners, call 
for professional actors and expensive 


props, and should be used only for | 


the most important occasions. 
We held such a meeting when we 


launched the Schenley Reserve de- | 


canter. We were establishing a 


“first” in the distilling industry and | 
it was up to us to generate more en- | 
thusiasm and fire on the part of a | 


nation-wide sales staff than ever be- 
fore in our history. 
for themselves—the package outsold 
every other competitive container on 
the market. 

Recently at the Astor Hotel we 


had a “glamor” meeting for several | 
hundred New York distributor firm | 
The idea was to show | 
them how, by boosting their sales, | 
they could earn things they would not | 
normally buy. We exhibited a Cadil- | 


salesmen. 


lac Coupe de Ville, a Bergdorf mink 
coat on a live model, color television 
sets, and many other expensive items. 
Needless to say, the meeting succeed- 
ed in its purpose, aided and abetted 
by the above “props” and by such 
other measures as skits presented by 
professional actors, screen presenta- 
tions, and a host of other unusual— 
and expensive—glamor stunts. 


Puppet Show 


As final examples, I’ll mention the 
Schenley puppet show that we used a 
couple of years 
from city to city at a cost of $20,000 
—to demonstrate the right and wrong 


| ways of selling via little wooden | 


dummies, and the “horse race” meet- 


| ing that was given a touch of authen- 
| ticity by the presence of live horses in 
| | Stalls in the convention room! 


Most sales executives can probably 
add to the list of good and bad meet- 
ings. Not all we have held at Schen- 
ley have been successful, but many 
have produced the desired result be- 
cause we stopped and asked ourselves: 
If we were again salesmen on the 
street, what kind of meeting would 


| interest us and inspire us to get out 


and do a better selling job? 
There is no better test of a meet- 
The End 


Results spoke | 


ago—transported | 
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THE WORLD-FAMOUS 
Homestead 


4 


On its own 17,000-acre estate in the Virginia 
Alleghanies, The Homestead is an ideal place 
for successful tings. Your bers can 
concentrate on business, free from the dis- 
tractions of a large city; and when work is 
done they can enjoy all the superb facilities 
of “America’s most distinguished resort and 
spa." 


Exceptional golf, riding, swimming and other 
sports; smooth Southern service; expert atten- 
tion to meeting requirements. 

Address 


HOT SPRINGS, VIRGINIA 


MOhawk 4-5100 
PRospect |-7827 
EXecutive 3-648! 
MUrray Hill 6-6990 


Chicago Office 
Cleveland Office 
Washington Office 
New York Office 
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Yosemite National Park, California 


Modern comfort and every facility for 
sales and convention meetings amid spec- 
tucular mountain scenery. Centrally lo- 
cated and easy to reach .. . Sleeping 
capacity 200; dining capacity 500, with 
additional sleeping capacity in cottages 
to accommodate 500. Completely equipped 
meeting rooms. 


For full information and colorful booklet 
write Convention Department, Yosemite Park 
and Curry Co., Yosemite National Park, 
California. 
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CONVENTION CONVENIENCE 


AMERICA'S LARGEST 


MATCHLESS ELEGANCE AND LUXURY 


Fourteen acres of oceanfront luxury, designed with 
convention-goers as well as vacationers in mind! 
A true masterpiece — in facilities, services, and 
atmosphere—where business discussions are an 
air-conditioned pleasure! 


— 


ontainebleau 


AND FINEST CONVENTION-RESORT HOTEL 


MATCHLESS MEETING FACILITIES 


for up to 5750 people! From a cozy private 
conference room seating 10 to 50 persons, to an 
oversize convention hall accommodating 3000... 
our convention facilities were planned on the 
drawing board to provide the utmost versatility. 


MATCHLESS SPORTS AND RECREATION 


for relaxing hours after business! Olympic pool, 
festive cabana club, 1000-foot private beach; 
putting green, 6 tennis courts, scenic gardens. 
Four cocktail lounges, and a circular supper club 
featuring dancing and top entertainment nightly! 


MATCHLESS GUEST ACCOMMODATIONS 


for more than 1000 delegates, in the 14-story, 
565-room Fontainebleau .. . plus almost limitless 
accommodations in associated neighboring hotels. 


MATCHLESS BANQUET FACILITIES 


to accommodate up to 2500 persons! Six private 
dining rooms, a formal dining room, and an informa 
coffee shop with fast service, popular prices. 


COMPLETELY 
AIR-CONDITIONED 


For information write or wire 


Jack M., Slone, Director of Sales 


THE FONTAINEBLEAU + OCEANFRONT, 44th to 48th STREETS 


MIAMI BEACH, FLORIDA 


¢ af } 2 ae > 
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FLY EASTERN and... 


@ gain at least one extra day for fun in the sun, or be back at your 
desk one day earlier. 

@ visit the beautiful islands of the Caribbean. See Puerto Rico, 
Virgin Islands, Nassau, Havana or Mexico after the convention 
...at little extra cost. 


@ take your wife and family along... they'll love it! 


WRITE OR CALL: Convention Manager, Eastern Air Lines, 10 Rockefeller Plaza, 
New York 20, N. Y. or your local Eastern Air Lines office 


ante SS 


95% OF THE NATION’S CONVENTIONS ARE HELD IN CITIES SERVED BY EASTERN 
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IS ANYBODY 
LISTENING? 


To make a meeting audience 
sit up and listen takes sound 
planning plus creative think- 


ing. 


It takes special skills with 
dramatic techniques 
visual presentations 
speech-writing 
methods 


velopment. 


stage 
program de- 


It takes a unique combination 
of hard-headed business judg- 
ment and an appreciation of 
proved group-communication 
techniques. 


Theatre for Industry offers 
that combination. 


Companies and associations 
with a wide range of meeting 
and budget requirements call 
on Theatre for Industry to 
put professional zip in their 


meetings. 


For some, we take over the 
whole show from first draft to 
final curtain. Others ask for 
help only with their speech- 
writing chores. Some want our 
professional speaker-coaching 
and no more. 


We're equipped to do the 
whole job—or any phase of it. 


If you'd like to take a look at 
the things we've done for 
other organizations, send for 
our “Idea Library”. It’s a col- 
lection of case histories that 
show how we've solved meet- 
ing problems for other com- 
panies. 


Write for the “Idea Library” 
today. It gives you an idea of 
what we can do to make your 
meeting audience sit up and 
listen. 


Theatre for Industry 


ira Mosher Associates, Inc. 
10 Rockefeller Plaza 
New York 20, N. Y. Circle 7-5888 


DISTRIBUTORS thank President Kane (center) for hospitality at Florida meeting and 
show genuine appreciation by placing orders—unsolicited and unexpected—tor equipment. 


Vacation-Meeting Without 
Dealer-Distributor Loading 


Dealers and distributors, as well as prospective dealers and 


distributors, were given a five-day vacation in Florida — 


no strings attached. When they got there, they sold them- 


selves a volume equal to normal sales written for || months. 


BY WILLIAM F. KANE 


President, American Dryer Corp. 


We have had a fairly easy time 
in winning friends for our company 
because of product’s efficiency, but 
influencing new dealers and distribu- 
tors has been a tougher assignment. 
That is, until Jan. 12, opening day 
of our first sales convention. 

Like other aggressive manufactur- 
ers, our three-year old firm is vitally 
interested in dealer-distribution good- 
will. From the day that we appoint- 
ed our first distributor we had been 
anxious to gather our entire distri- 
bution family under one roof if for 
no other reason than to cement our 
acquaintanceship into friendship. 


Although I spare no expense for 
air flight and long-distance telephone 
communication with our distributors, 
it is never possible for me to spend 
as much time as I would like with 
each one. (Even though I carry the 
title of president of American Dryer 
Corp. I consider myself first and al- 
ways a salesman; and my method of 
selling is based upon warm, human 
understanding and cooperation.) 

Of course the answer was obvious ; 
we needed a convention. But we 
shied away from the run-of-the-mill 
convention because we felt no need 
for dealer loading. It has never been 
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Worried about your next sales meeting? 


We know how you feel. 


Everybody passes the buck to you and some- 
times it’s more than a man should be asked to 
bear. 

But here’s one problem you can gracefully— 
and wisely—escape. It’s the old headache 
about what liquor to order and how much will 
be needed. 


That’s where the nearest Hiram Walker Dis- 


trict Office can come to your rescue. Call the 
top man in that office and unload your trou- 
bles on him. He knows the ropes, knows the 
local hotel managers and maitre de’s, knows 
from experience what kinds of liquor will be 
required and how much, 


You'll find him in the local telephone direc- 
tory. His counsel is yours for the asking. And 
he can make your job a whole lot easier. 


Horan Weelker > Sos ue 
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PEORIA, ILLINOIS 


Attraction 


but NO distraction 


Quiet, charming 6,000-acre 
estate in the scenic Poconos... 
3 hours from New York and 
Philadelphia . . . a perfect set- 
ting for meetings, conferences 
and sales outings . . . an out- 
standing opportunity to combine 
business with pleasant relaxa- 
tion. 


CHECK THESE ADVANTAGES 
Indoors 


Superb accommodations for 400 

840 seat Auditorium with Stage 

Completely Equipped Meeting Rooms 

By May, 1955 New 250 Capacity 
Meeting Room adjacent to The Inn 

3,000 Volume Reference Library 

Play Room, Television, Radio and 
Dancing 

Stenographic Services and Teletype 


Outdoors 


27-hole Golf Course * 20 miles of 
Riding trails 

Swimming in Olympic-size pool 

Tennis Club with 8 Teniko Clay 
Courts 

Two Lawn Bowling Greens 

Winter Sports—Skiing, Skating, 
Tobogganing 


EASY TO REACH BY CAR, TRAIN, 
PLANE OR BUS 


RESERVATIONS NOW BEING MADE FOR 
1955, 1956 AND 1957 


For information write 


Clifford R. Gillam, General Manager 


our policy to force more dryers upon 
an established dealer than he wants 
or can use. Dealer-loading, to us, is 
both- short-sighted and economically 
unwise. We simply were not inter- 
ested in the effort and expense of a 
convention if all we were going to 
get out of it, financially, was more 
sales to the same dealers. 

We did have (note the use of past 
tense) a problem with prospective 
dealers. Being a new company in a 
competitive field, we have not been 
able to close as many additional dis- 
tributors and dealers as we have 
needed. Most of our prime ‘dis- 
tributors were having difficulty in ac- 
quiring all the dealer distribution 
they should have and we knew it. 


I confess that it was with some 
measure of trepidation and doubt 
that we embarked, finally, upon a 
radical departure from sales conven- 
tions as they are usually held (and 
I’ve held plenty in my time for other 
firms). In October we announced 
that American Dryer Corp. had taken 
over the entire Mayflower Hotel in 
Palm Beach, Fla., for a vacation for 
all its dealers and distributors. Five 
full days in the lush Florida fairy- 
land with all expenses paid for Mr. 
and Mrs. Distributor and Mr. and 
Mrs. Dealer. Note that we invited 
the missus in every case—but more 
of that later. 


Other half of our objective—that 
concerned with influencing prospec- 
tive dealers and  distributors—re- 
quired quite a bit of promotion. We 
bombarded a small, selected list with 
brochures, announcements, letters, 
long-distance telephone calls and per- 
sonal visits. Expensive? Of course 
it was, but well worth it as invest- 
ment in expansion. 


Immediate reaction from dealers 
and distributors was, as we had ex- 
pected, enthusiastic. But response 
from prospects was overwhelming. 
While we made our invitations en- 
tirely unconditional and free of 
strings, it was obvious that we hoped 
to obtain the goodwill of these pros- 
pects for future business. The fact 
that 21 prospects paid their own 
transportation to Florida to spend five 
days as our guests was rewarding. 


It is apparent that the expense 
of entertaining more than 100 men 
and their wives for five days in Flor- 
ida runs into important mioney, 
especially for a company under a 
$1 million gross. Our promotional 
material and invitations to dealers’ 
salesmen were calculated to take care 
of this—and they did. Loudly and 
continuously we prodded these sales- 
men to meet their very small quotas 
that would entitle them and their 


wives to the Florida vacation. Much 
of this mail was addressed to their 
wives directly, urging them to in- 
spire their men to greater effort. 

Result of the salesman contest was 
gratifying indeed, because 97% of 
the total cost of the vacation-conven- 
tion was immediately returned to us 
in the form of profits from increased 
sales during the 60 days preceding. 

This was all the “pressure” sell- 
ing we attempted, whether before or 
during the vacation-convention. In 
our introductory announcements and 
in our published programs we had 
promised to confine talk of business 
to a single morning and this we care- 
fully observed. 

As guests began to arrive at the 
hotel, it soon became evident that 
the only “badge” an American Dryer 
guest had to wear was a smile. And 
smile they did—through five fun- 
packed, leisurely days and nights. All 
expenses courtesy American Dryer 
Corp. 

“Fun in the Sun,” cocktail par- 
ties, banquets, night club entertain- 
ment, a visit to the races, boating, 
fishing, golf — all were carefully 
planned to the minutest detail, all 
carefully calculated to make every 
minute of every day both interesting 
and relaxing. 


Keep Women Happy 


Since this was a vacation of the 
American Dryer “family” much 
emphasis was placed upon making 
women guests happy. Little ges- 
tures and favors were carefully and 
unobtrusively conferred upon the 
women with a warmth of hospitality 
that made everyone feel at home. 
Guests from Canada freely ex- 
changed confidential trade secrets 
with others from Texas; those from 
Massachusetts with the Californians. 

Our dealers are typically small 
entrepreneurs who depend, in vary- 
ing degrees, upon the inspiration and 
—in many instances—upon the ac- 
tive help of their wives. Since our 
appreciation to the women had to be 
shown, we chose a dramatic method 
on the night of our banquet. 

As each woman sat down at the 
table, she was faced with a repro- 
duction of a news magazine cover 
bearing her own photograph (we 
had snapped them the evening before 
at a cocktail hour) as “Woman of 
the Year.” A printed tribute to 
womanhood inside the menu capped 
this recognition to the wives. This 
is one example of what I mean 
by creative “selling” and human 
warmth. 
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Although we were not introduc- 
ing new products at the convention 
(our new models had come out six 
months earlier) our one business 
meeting was so enthusiastically re- 
ceived that the feeling engendered in 
it resulted in immediate conversion of 
18 prospects into dealers and dis- 
tributors. 

Was the convention a success? 
From the standpoint of cementing 
dealer-distributor relationships it was 
an outstanding success. As a means 
of cbtaining new dealers it was be- 
yond expectations. From the stand- 
point of sales it was fabulous. 

On the last day of the convention, 
prior to the banquet, enough orders 
were booked—spontaneously, and as 
an expression of appreciation on the 
part of grateful distributors and 
dealers—to equal the volume normal- 
ly written in 11 months. I feel 
especially proud of this achievement 
because none of these orders repre- 
sented undue loading of present deal- 
ers and distributors. 

About half of these orders were 
from established members of our 
distributing family who, because of 
the sales demonstrations and success 
stories gleaned from others at our 
only business meeting, felt impelled 
to expand their efforts and fill in 
their lines. Balance of the windfall 
of orders came from prospects who 
were signed up as dealers and dis- 
tributors before leaving Florida. 

No one was asked to buy; they 
bought voluntarily. Proof that noth- 
ing succeeds like success was never 
more evident. Our best dealers sold 
the weakest, and prospects sold them- 
selves as they recognized the poten- 
tial profits they could make, too. 

We signed up as many new deal- 
ers and distributors on the last day 
of the convention as we normally do 
in five months. 

Will, American Dryer hold other 
vacation parties like this? New deal- 
ers already are asking when the next 
one will be held. Plans are being 
made for something bigger and bet- 
ter. Our success in Florida proves 
what I have known a long time, that 
nothing breaks down the barrier of 
resistance like the warmth of per- 
sonal fraternization. There is no bet- 
ter way to show appreciation to Mr. 
and Mrs. Dealer than by, figuratively 
speaking, inviting them to your home 
as house guests for several days. Our 
convention-vacation did just that. 

Apparently others agree with this 
kind of “selling,” because several 
manufacturers and distributors have 
asked me to conduct similar projects 
for them this summer. And I shall. 

The End 
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™ Philadelphia Story 


FOR CONVENTIONS AND MEETINGS BEGINS IN 


e DRAKE ROOM 


The beautiful new Drake Room, air-conditioned and 
imaginatively designed and decorated by Dorothy Draper, 

is an efficient and unique new setting for conventions, sales 
meetings and other group functions, Every wanted feature is 
here, including the most advanced acoustic and visual aids, 
scientifically planned lighting and other outstanding equipment 
for meetings and exhibits. 

In addition to the beautiful Drake Room, accommodating 

up to 600 persons, several smaller Draper-decorated rooms 
are available for groups of all sizes and, if your plans include 
luncheon or dinner, the Drake banquet staff has a reputation 
for distinguished cuisine. 

You are cordially invited to inspect the Drake's handsome 
new private function rooms. 


he ‘RAK 


Spruce St. West of 15th, Philadelphia 
Kingsley 5-0100 


CHOOSE THE MAGNIFICENT 


HOTEL 


Woods, New Hampshire 


if you are contemplating a cify meeting w 


Philadelphia with its new, magnificent bal!r 


how Western Hotels 


Our idea of pampering you 
is to provide the finest 
accommodations, friendliest 
hospitality and many extra services 
to make your travels easier and 
more enjoyable. Any Western Hotel 
will make reservations for you at 
any of the others without charge, 
using fast private-wire HOTELETYPE 
service. You can arrange for 
CAR RENTALS at the same time, if 
desired. You enjoy full credit 
privileges with a Western Hotels 
CREDIT CARD and are assured of 
delicious food when ordering 
TESTED RECIPES created in our Research 
Kitchen. Children under 14 are free 
under Western Hotels’ FAMILY PLAN. 


S. W. THURSTON, President 


Executive Offices: 
New Washington Hotel, Seattle 


CALIFORNIA: Los Angeles, Mayfair 
San Francisco, Sir Francis Drake, Maurice 
Palm Springs, Hote! the Oasis 


WASHINGTON: Seattle, New Washington, 
Benjamin Franklin, Roosevelt, Mayflower 


Welle Walla, Marcus Whitman 
OREGON: Portiand, Mu!tnomah, Benson 
UTAH: Salt Leake City, Newhouse 
COLORADO: D ” C polit 
BRITISH COLUMBIA: Vancouver, Georgia 
IDAHO: Boise, Boise, Owyhee 

Pocatello, Bannock 


MONTANA: Billings, Northern 
San Francisco, St. Francis, Now Affiliated 


lf Only You'd Say 


Something 


Worth Saying 


_ This charge—be informative—could be made against 90%, 
_ of those who address conventions, Speeches cease to be 
| important to most association meetings because speakers 


come unprepared to present facts of interest to listeners. 


BY CARL CARLTON 


Ten million American business and 
professional men and women attend 
one or more of the approximately 
20,000 national, regional and state 


| conventions staged annually in this 
| country. 


But 90% of them attend for rea- 
sons other than to listen to speeches. 


| That’s because 90% of the speakers 


| should have stayed home! 


These are pretty blunt statements, 
but the facts are self-evident to those 
of us who attend conventions regu- 
larly. 

In my job, I “cover” numerous 
conventions for leading business pub- 
lications. Delegates can—and do— 
shun the dreary succession of talks, 
but I’m forced to sit through them 
because I’m paid to do just that. 

Frequently, I doubt that the pay 
offsets the mental torture. 

There are some diverting compen- 


| sations, of course. One of these is 


the twice daily efforts of the organ- 
ization secretary or session chairman 


| to herd unwilling delegates into the 


meeting room. ‘Then, there is the 
further effort to get the compara- 


| tively few delegates who finally do 


drift in—largely out of sympathy for 


the secretary or chairman—to occupy 
front seats. 

Wise from experience, delegates 
plump down in rear seats, from which 
they can more easily escape before the 
soporific effects of the talks overcome 
them. Even if an occasional speaker 
says something worth while, why sit 
through hours of drivel to hear it? 
It will be printed in the business 
publications. 

Most conventions are held to en- 
able those who attend to acquire in- 
formation about new procedures, ma- 
terials or equipment that can be ap- 
plied or used in the plant or business 
back home. 

Fortunately, most of this wanted 
information is available at booths of 
exhibitors and in casual bull sessions 
with fellow delegates. Unfortu- 
nately, convention speakers often are 
a nominal—or even negative—factor 
in this effort to acquire usable infor- 
mation. 

I’ve talked with many association 
secretaries about this unhappy situa- 
tion. They readily admit it exists, 
but rightly claim they’re forced to 
book bigwigs in the industry or busi- 
ness, or in related activities, without 


ARE YOU GUILTY? 


These are cardinal sins committed by convention speakers: 
1. Begin with an inappropriate or pointless story. 


2, Ramble aimlessly. 


3. Have nothing informative to say. 
4. Fail to spice their talks with illustration. 


5. Read instead of speak. 


—~- — 
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regard to their forensic abilities. One 
sagacious secretary's explanation: 

“We've got three active members - —— 
who make substantial annual ccntri- 


butions co our oneminatin bid @ AES MEETING SOON? 
One of the privileges they expect in & 
return is to be included among the Seance 

speakers at nearly every annual con- 
vention—despite the fact that none 
of them has anything of importance 
to say, and none of them has any 
conception of how to deliver a talk 
that will interest anyone but himself.” 

This may be an extreme case, but 
it’s reasonably typical of the situation 
at far too many conventions. 

That’s because so many convention souTH 
speakers don’t know the prime requi- . 
site for any address: listener interest. 
Kipling described words as “the most 
powerful drug used by mankind.” 
Insofar as convention speeches are 


Love Field, Dallas, Texas 
concerned, words should be a stimu- 
lating drug that incites favorable 


nite BRANIFE 
listener reaction. \ 2 spamallomeat 
Rate INIROS; AIRWAYS 
c 


Pick any city in the heart of America . . . 
from the Rockies to the Mississippi, from 
Canada to Mexico . . . then relax. Our 
Convention Bureau will take care of all your 
transportation problems. We'll be glad to 
arrange a before-or-after tour of Latin 
America, too, from any point on 

the Braniff system. 


Write: Convention Bureau, 
Braniff International Airways, 


Zs 


this is impossible when speakers: 


1. Begin with an inappropriate or 
pointless story. Most convention 
speakers, fortunately, are not so sense- 
less as was the one before a religious 
group who started with an off-color 
story. But, too frequently, the 
humor (?) has no relation to the 
subject of the talk. 


Speakers who don’t command audi- 
ence interest immediately face the | 
much more difficult problem of cre- 
ating that interest as they proceed. 


Personal anecdotes closely related to | i Successful Meetings 


the subject to be discussed are most | 
likely. to command attention, - because ee HO 
they immediately establish an _inti- of any Sis in USTON 


mate, favorable atmosphere. Every | 


speaker can relate such anecdotes, sa9 

but far too few start with this sure- it S The 

fire formula. Hotel 
2. Ramble aimlessly. 


Every type 
of business today is so broad in scope 
that no speaker can discuss all its Here are quick facts about 


ramifications intelligently and inter- The Rice which establish it as Houston's 
: . ! No. 1 Sales Meetings headquarters: 
estingly in one talk. 


At one convention recently, a 
4 ; we : ‘ 
re to do just —_ - slow Attractively designed, completely 
y reading a manuscript of 17 single- equipped meeting rooms to ac- 
spaced typewritten pages. There commodate groups of every size 
were about 500 persons in the 1,500- | An experienced staff to anticipate 
seat auditorium when he started, but your needs 
more than an hour later when he | Special catering service 
finished, only a few dozen bug-eyed | For sales meeting or convention 


listeners remained. reservations, write 


If the speaker had selected but one | » sieihey Naas se 4 esgic 
of the many problems of his industry, | Houston's “Welcome to the World’ 
and had discussed this problem inter- | 
estingly and informatively for 20 | 


@ Central downtown location 
@ 100% air conditioned 


minutes, the audience reaction would 
have been quite the opposite from | 
what it was. | 
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Then, there is the speaker who is 
an expert on his subject, but who 
has no conception of how to present it 
interestingly. He flounders through 
detailed, technical explanations that 
leave his audience numb from both 
mental and physical exhaustion. He 
never has realized—much less learned 
—the fundamental requirement of 
public speaking: listener interest. 

Consider statistics—probably the 
dullest phase of most convention ad- 
dresses. But there are no dull sta- 
tistics—just dull speakers plowing 
through them. Statistics, like any 
other facet of any address, can be 


dramatized by pertinerit illustrations 
of their meaning with respect to the 
lives and activities of the listeners— 
or of the country or the world. 

Listeners are not interested in dull 
recitals of statistics, but they’re very 
much interested in what statistics 
mean when translated into their 
every-day jobs. 

3. Have nothing informative to 
say. This, likely, is the most gen- 
eral convention speech drawback. 
Speakers hash over already known 
facts, with excessive explanations and 
arguments that merely consume time 
and bore listeners. 


Where in the West do you want to meet? 


Western serves the major cities 


and scenic playgrounds 


WESTERN 


AIRLINES 


Another time consumer is the 
speaker who is scheduled to present 
information concurning some new 
process or product, but who lets down 
his audience with a wordy explana- 
tion of his inability to provide the 
expected information. 


30 Wasted Minutes 


One such speaker at a recent con- 
vention spent 30 minutes telling his 
listeners that, because of unexpected 
experimental difficulties, he could not 
present a detailed description of a 
new and revolutionary piece of equip- 
ment everyone present was anxious to 
know about. 

“Maybe by next year’s convention, 
I'll be able to tell you about it in de- 
tail,” the speaker lamely apologized 
to his disappointed audience. It 
would have been much better for him 
and the company he represented if 
he had stayed home—deferring his 
talk until he had definite and detailed 
information to present. 

4. Fail to spice their talks with 
illustration. Usually, a simple perti- 
nent illustrative story is worth hun- 
dreds of words of explanation or 
argument. But only a comparatively 
few convention speakers use this very 
effective procedure to liven their talks 
and thus hold the interest of their 
audiences. 

The potency of illustration was 
effectively demonstrated at one con- 
vention. When a particularly dull 
speaker had finished, the audience 
headed for the exits. Without wait- 
ing to be introduced, the next speaker 
jumped up and shouted: “Don’t 
leave, folks. I’m going to tell you 
some things you didn’t know.” 

Which he proceeded to do with a 
succession of pertinent, interesting 
and amusing illustrations that left his 
audience both happy and stimulated. 
Fifteen talks were delivered at that 
convention, but his was the only one 
remembered by the delegates who 
heard it. The speaker had drama- 
tized his subject—which otherwise, 
would have been as dull as the others. 


Comparatively few speakers can 


tell a story well, but every speaker 
can—and should—entwine his seri- 
ous discussion with pertinent and dra- 
matic illustrations—humorous, famil- 
iar or personal—that will lift an 
otherwise drab talk into one listeners 
will long remember. 

Dr. Frank W. Crane even recom- 
mends use of relevant magic tricks as 
a means of stimulating audience in- 
terest and enthusiasm. This may 
seem a pretty far-fetched platform 
technique at convention sessions, but 


YOU ASKED FOR IT— So we're building it 
on the ocean in Fort Lauderdale, Florida 


The finest, most modern 
convention hotel — espe- 
cially designed to satisfy 
the most exacting require- Write for details. 


LAS OLAS INN 
ON THE OCEAN AT LAS OLAS BOULEVARD 


ments of the largest or 
smallest meeting groups. 
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it certainly would boost the number 
of listeners, and help appreciably to 
get the speaker’s message ucross to 
his audience. (Pruvided, of course, 
he has a message for his audience. ) 

Too few convention speakers are 
aware that most ideas are communi- 
cated to listeners through their eyes, 
while only a small percentage are 
communicated through their ears. 
This means that a skilled combina- 
tion of sight and sound, appealing to 
both major senses, will increase lis- 
tener attention and interest by as 
much as eight to one. 

5. Read instead of speak. Few 
have the reading abilities of Charles 
Laughton or Dr. Frank Baxter. Far 
too many incite audience dreariness 
by their droning through intermin- 
able pages of manuscript. Usually, 
sentences are too long and compli- 
cated—too confused and dull. End 
result is an essay rather than an in- 
teresting presentation. 

If the address must be read, the 
style of radio and television an- 
nouncers and broadcasters should be 
cultivated. Their normal reading 
speed is 140 words a minute, or about 
4,000 words in a half hour. Re- 
quired to liven frequently dull pre- 
sentations, they underline words to 
be emphasized, and indicate pauses 
with vertical lines after words and 
phrases. And they don’t keep their 
faces hidden behind the microphone. 


Detrimental Factors 


But all this preparation will be 
wasted, if the articulation is careless 
and sloppy, with frequent back-track- 
ing to correct mis-read words and 
phrases. Most of these detrimental 
factors are much less evident when 
addresses are spoken instead of read. 

Sometimes, because of the technical 
nature of a subject, the speaker must 
read from manuscript. Some scien- 
tific and technical groups surmount 
this handicap by having the texts of 
all convention papers printed in ad- 
vance in a booklet, along with rele- 
vant tables, charts and graphs. This 
insures a much more favorable audi- 
ence reception. 

Few of those who address conven- 
tion audiences are professional speak- 
ers. But that’s a mighty weak excuse 
for the many thousands of poorly 
prepared delivered speeches that are 
inflicted every year on convention 
audiences. Even with the best of 
intentions, speakers fail to inform 
and stimulate. Instead, their efforts 
indicate a lazy and indifferent atti- 
tude regarding public speaking funda- 
mentals. 
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Practically all colleges and many 
high schools have public speaking 
courses which are available at nom- 
inal—or no—cost to every would-be 
convention speaker. Also, every pub- 
lic library has a considerable variety 
of books on the subject, all free for 
the asking. 

Probably the most effective means 
of speech improvement is membership 
in a Toastmasters Club. There are 
more than ‘1,700 of these clubs, each 
limited to 30 members to insure thor- 
ough basic training in public speak- 


YOu... 


A WEIGHTLIFTER 


1200... 


Smart showmen among business exhibitors (including some 
mighty big names) have ordered and re-ordered CAPEX Pre- 
Fabs. They find the smart styling — the practical construction — 
the crisp lettering and sparkling colors — the effective lighting — 
the flexibility — the time-saving — the convenience — the econ- 
omy — of CAPEX Pre-Fabs are a great cure for those “Promo- 


| 
} 


tion Budget Blues.” 


ing. Dues are nominal, and the only 
requirement is that members be of 
voting age. For would-be women 
speakers, there are Toastmistresses 
Clubs. 

Effective public speaking is one of 
many avocations that can be learned 
with a minimum of native ability, 
and every convention speaker owes it 
to his audiences to learn how to 
deliver talks that are both informa- 
tive and interesting. 

It certainly would increase effec- 
tiveness of most conventions! The End 


can set up and take down your Display without being: 
A MECHANIC 


A CROESUS 


(Write for your copy of this 
“Idea Starter” Design Portfolio- 
business letter head, please). 


AND REMEMBER... 


CAPEX originated Pre-Fab Convention and Sales Displays. Our 
experience, reputation and creative facilities are your insurance 
policy for getting all the satisfaction you pay for. 


CAPEX COMPANY, INC. 


615 SOUTH BOULEVARD, EVANSTON, ILL. 
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PHOTOS CLICK! 


Use Giant Blowups 
For Bigger Sales! 


This PREE book of installations, mounting 
advice, and stock scenes for backgrounds 
is yours for the asking. See how you can 
use Translites, photos, ‘stats, ey prints, 
cutouts, murals, and sales folios to put 
new life in displays. Complete prices 
included. Satisfaction guaranteed. Send 
today! 


Rush FREE ‘‘Display Kit’’ to: 
Name 

Co. 

Address . 


| 
| 42nd & Halsted 


| sition, Democratic National 
| tion, National Packaging Exposition, 
| Materials Handling Exposition, Na- 
| tional Machine Tool Builders’ Show, 
| Road Builders Show and other leading 


International Amphitheatre 

Home of the Chicago National 
Automobile Show—Chicago National 
Boat Show — Chicago International 
Sports and Outdoor Exposition — 


| International Live Stock Exposition— 


International Kennel Club Dog Show 
—International Dairy Show and 


| Redeo—The Chicago Home of the 


| National Metal Exposition—Interna- 


tional Heating and senmmeengy Sonast 
nven- 


Expositions. 
* 


440,000 Sq. Ft. Exhibit Space 
Individual Halls 
4,000 to 180,000 Sq. Ft. 
= 
ARENA SEATS 12,000 
Air Conditioned 
Many Smaller Meeting Rooms 
New Public Address System 
+ 
Parking for 4,000 Cars 
15 Minutes from Loop Hotels 


International Amphitheatre 


Chicago 9, If. 
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CALL FARMERS TO A MEETING and attendance will vary in direct relation to whether 
food is served and how much of it, Statistics cover sessions accompanied by meals, 
heavy refreshments and light refreshments. Meals boosted attendance 235%, at same points. 


Food Is the Magnet 
When Farmers Meet 


Attendance at meetings of farm people jumps over 100% 
when food is included, analysis of cooperative meeting 
records show. Bigger the meal, greater the attendance. 


If you feed them, you'll get them. 
It works wonders in stepping up at- 
tendance at farmers’ meetings, says 
L. E. Raper, director of membership 
relations, Southern States Coopera- 
tive, Richmond, Va. 

Under his general supervision, 
Southern States Cooperative, a farm- 
ers’ organization, holds over 400 local 
annual membership meetings each 
summer and fall. In 1954 Raper de- 
cided to hold Farm Talent Shows as 
a feature of the meetings, and feed 
people with the hope of reversing the 
trend of dwindling attendance. Farm 
Talent Shows were staged in connec- 
tion with meetings at 420 points. 
Meals were served at some points, 
heavy refreshments at others, and 
light refreshments at still others. 
During 1953 no talent shows were 
conducted and only light refreshments 
were served. 

Attendance in 1954 at the 420 
points, compared with that in 1953 
at the same points, was up: 


1. 235% where meals were served 
(97,944 vs. 29,222). 

2. 92% where heavy refreshments 
were served (28,438 vs. 14,782). 

3. 59% where light refreshments 
were served (33,239 vs. 20,952). 

Total attendance at these 420 
points in 1954 was 159,621, compared 
with 64,956 farm people in 1953— 
an over-all increase in attendance of 
146%. 

Local annual membership meetings 
were planned in each case by local 
committees of farmers and farm 
women. They made the decision as 
to whether meals, heavy refreshments 
or light refreshments would be 
served. Various types of meals were 
served, such as barbecued chicken or 
fried fish. Heavy refreshments in- 
cluded such food items as sandwiches, 
ice cream and cake, and soft drinks. 
Light refreshments included soft 
drinks, with or without ice cream. 

In each community where a meet- 
ing was held an agency renders serv- 


SM/APRIL 1, 1955 


‘ 
' 
' 
‘ 
' 
' 
' 
' 
‘ 
' 
' 
' 
: 
' 
’ 
' 
' 
‘ 
' 
’ 
' 
' 
' 
' 
' 
' 
' 
' 
' 
' 
‘ 
' 
' 
' 
' 
' 
' 
‘ 
‘ 
‘ 
' 
' 
‘ 
' 
' 
' 
' 
‘ 
' 
' 
‘ 
‘ 
' 
' 
' 
' 
‘ 
’ 
' 
' 
' 
‘ 
‘ 
‘ 
' 
‘ 
' 
' 
' 
‘ 
' 
‘ 
‘ 
‘ 
' 
' 
' 
‘ 
‘ 
' 
' 
' 
' 
‘ 
' 
' 
' 
' 
‘ 
' 
' 
' 
‘ 
' 
a 
' 
' 
' 
' 
‘ 
‘ 
' 
' 
' 
' 
‘ 
' 
' 
' 
' 
' 
' 
' 
‘ 
' 
‘ 
' 
' 
' 
' 
' 
' 
' 
' 
' 
' 
' 
' 
‘ 
' 
' 
' 
‘ 
‘ 
‘ 
' 
' 
' 
‘ 
' 
' 
' 
‘ 
‘ 
' 
’ 
' 
‘ 
’ 
’ 
' 
' 
‘ 
' 
' 
' 
' 
' 
‘ 
' 
' 
' 
’ 
' 
' 
+ 
' 
' 
‘ 
' 
’ 
‘ 
. 
' 
’ 
‘ 
' 
' 
' 
’ 
' 
‘ 
' 
J 


ice on supplies, such as feed, seed and 
fertilizer, made available by Seuthern 
States Cooperative. One-half of food 
costs was borne by the agency and 
one-half by Southern States Coopera- 
tive. 


Experiment 


This program of Farm Talent 
Shows and varying the kind and 
amount of food served was to some 
extent an experiment born of de- 
creasing attendance. ‘Talent shows 
had been used to a limited extent in 
the past, but meals, heavy refresh- 
ments or light refreshments had been 
served up to 1951. A change in 
policy at that time practically elim- 
inated meals and heavy refreshments. 

Experience of 1954 proves that 
while Farm Talent Shows were ef- 
fective, food was more effective in 
building attendance. Where talent 
shows were held and light refresh- 
ments served, the step-up in attend- 
ance was 59%; with heavy refresh- 
ments the increase was 92%; and 
with meals, 235%. 

At 15 points, meetings were held 
without Farm Talent Shows. Num- 
ber of people attending—7,588 in 
1954 compared with 5,103 in 1953— 
was too small to be conclusive. How- 
ever, where meals were served the 
increase in attendance was 109%; 
where heavy refreshments were 
served, 163%; and light refresh- 
ments, 12%. 


Right People Attend? 


The question might well be raised: 
Did the increase in attendance consist 
of the type of people desired—in the 
case of Southern States Cooperative, 
farm people—rather than non-farm 
people from the towns? It was found 
the increase in attendance was made 
up of farm people, those primarily 
interested in buying and using serv- 
ices and supplies offered by the or- 
ganization—feed, seed, fertilizer and 
numerous other farm production sup- 
plies, such as freezers, roofing, motor 
oil, gasoline, tires, paint and insecti- 
cides. 

While talent shows were less effec- 
tive in building attendance than food, 
they were worth while. Doubtless 
they have had good effects that cannot 
be measured in terms of attendance. 
At 420 points where talent shows 
were held, a total of 4,000 acts were 
staged, and 10,000 farm people took 
part in them. The three best acts at 
each point were selected and awarded 
prizes, and they later competed in 
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One always stands out... 


IN EXHIBITS IT’S 


NEW YORK’'S LEADING 
DESIGNERS AND BUILDERS CF 
DISPLAYS AND EXHIBITS 


¢ WRITE FOR BOOKLET M 


96-20 43RD AVENUE ® CORONA 68, N.Y.C. @ ILLINOIS 7-2002 
BRANCH OFFICES: PITTSBURGH - CLEVELAND - SYRACUSE 


BRAND-NEW 
MEETING ROOMS 
.»- PLANNED FOR YOU 


To provide you with the location for a thor- 
oughly successful sales session, every one of 
the Bellevue-Stratford meeting rooms, as well 
as the famous Bellevue Ballroom, has been 
completely renovated and air-conditioned. 
And our experienced staff is trained to solve 
your problems—before they arise! 


BENNETT E. TOUSLEY 
Vice President and General Manager 


THE WWE ~ 
By 


* New in Face—Old in Grace” 


BROAD AND WALNUT STS., PHILADELPHIA 2, PA 
Chicago Office: MOhawk 4-5100 


Look at the FREE HELP 
you Il get Tor 


your 


We arrange room 
reservations 

Arrange banquets, parties 

Furnish programs, badges 

Supply photographic 
coverage 

Arrange publicity 

Plan side trips, 
excursions 

Register delegates 


WRITE P. 0. 80x 2109 
TELETYPE RE AG = RENO, NEVADA 
CONVENTION DEPARTMENT 


ot the 
RENO CHAMBER OF 
COMMERCE 


America’s Finest Booths 
FOR YOUR NEXT 
TRADE SHOW 
SALES MEETINGS 
OR EXHIBIT IN 


ATLANTIC CITY 


MELT studio 


2304 PACIFIC AVE., ATLANTIC CITY, N. J. 
Phone 4-3942 
Complete Show Decorating and 
Display Installation Service 


© DRAPES ° SIGNS 
¢ BOOTH EQUIPMENT 


eliraination contests. Nine District 
Elimination Contests were held. At 
each elimination contest the three top 
acts were selected—a total of 27. 
Participants in the two top acts in 
each contest, a total of 18, were given 
a free trip to the Annual Stockhold- 
ers’ Meeting of Southern States Co- 
operative held in Richmond, Va., in 
November, 1954. Acts that stood 
third were awarded a prize of $25 
each. 

The 18 acts that won the trip to 
Richmond were staged at the stock- 
holders’ meeting before a full house 
of 4,800 people, with a nationally- 
known TV show director (Ted 
Mack) as master of ceremonies. 
Three top acts of the 18 were selected 
and participants awarded prizes: 
First prize, three days’ free trip to 
New York City, with possibility of 


appearing on a TV program; second 
prize, $300; and third prize, $100. 


26,500 Involved 


All told, 26,500 farm men and 
women participated in planning 
Southern States annual membership 
meetings, staging meetings and shows, 
and serving meals and refreshments. 
It is participation of this sort and 
degree that has been largely respon- 
sible for the organization’s growth in 
membership to its present 283,000 
farm families, residing in its six-state 
territory of Delaware, Kentucky, 
Maryland, Tennessee, Virginia and 
West Virginia. 

“This program shows you can get 
the people you want to come to your 
meetings, if you give them what they 
want,” says L. E. Raper. 

The End 


TOP ATTENDANCE scored by monkey exhibit. 


You Can Monkey with Exhibit 


A “living-proof” exhibit is effectively showing physicians the im- 


portance of vitamin Bg in nutrition. 


Developed by Merck & Co. 


specifically for medical conventions, the exhibit consists of two caged 
monkeys—one, active and healthy, the other, deficient in vitamin Bg. 
Weight records are attached to each cage and the doctor can see for 
himself the effects of insufficient vitamin B, intake. 

According to Merck, interest and attendance at the Merck booth 
ran higher than at any other commercial display. The monkeys are 


shipped by air to convention sites. 
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Warld’s Fastest, 


Finest Airliners CHICAGO 
MIAMI « 


, NEW 
Delta-C&S Serves the Most Important ORLEANS 


Convention Cities in the U.S. ST. LOUIS 


Fly Delta-C&S to your business meetings or conventions. Experienced HOUSTON 
Delta-C&S personnel will help you contact members, reserve space 


and make all arrangements for your convention flights. Delta~-C&S DALLAS 
offers wide choice of flights and fares from the economical daylight 

and Owl coaches to the Golden Crown DC-7’s, the World’s Fastest ATLANTA 
and Finest Airliners. 


Call your local Delta-C&S Sales Office or write to 
Convention Bureau, Delta-C&S Air Lines, 
General Offices, Atlanta Airport, Atlanta, Georgia 


“Hoss to the Nation” and to many thousand convention 
delegates each year, the Affiliated National Hotels have the 
“Know-how” and the facilities to make your meeting click. Your 
choice of 18 prominent cities, experienced convention staff 
in each. Address Convention Dept., Affiliated National 
Hotels, P. 0. Box 59, Galveston, Texas, or call Galveston 5-8536 


New Orleans San Antonio, Tex. 
JUNG HOTEL MENGER HOTEL 


MONTICELLO HOTEL - - PAXTON HOTEL j 
Dallas, Tex. Columbia, S$. C. A i 
BAKER HOTEL WADE HAMPTON HOTEL a e 
THOMAS JEFFERSON HOTEL CACTUS HOTEL 
Beaumont, Tex. 
EDSON HOTEL \ 
WASHINGTON HOTEL STEPHEN F. AUSTIN HOTEL 
El Mobile, Ala. 
CORTEZ HOTEL ADMIRAL SEMMES HOTEL 
CLAYPOOL HOTEL BROWNWOOD HOTEL 


Galveston, Tex. Lubbock, Tex. 


GALVEZ HOTEL 
BUCCANEER HOTEL LUBBOCK HOTEL 


New Orleans—DeSoto Hotei Clovis, N. \\.—Clovis Hotel Dallas, Tex.—Travis Hotel 
Other Affiliated | Marlin, Tex.—Falls Hotel Galveston, Tex.—Jean Lafitte Hotel, Coronado Court 
National Hotels Hotel. Miramar Courts San Antonio, Tex.—Angeles Courts 
Mountain Lake, Va.—Mountain Lake Hotel 


AFFILIATED NATIONAL HOTELS 


SALES OFFICES 
New York—Murray Hill 66990 Washingt me 1’ 
Chicago—Mohawk 45100 Mexico City—10-48-00 
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IT’S DIFFICULT to get the head 
of a committee to speak at a 
convention while Congress is in 
session. A few years back when 
price control battles raged, here 
are three Republican senators re- 
laxing on steps of Capitol. It was 
a respite in upper chamber’s 16- 
hour hassle on controls. From 
left: Harry Cain, Washington; 
Styles Bridges, New Hampshire, 
and Herman Welker, Idaho. Ses- 
sion ended for senators at 4 AM. 


Want a “Name” from Washington? 


Here's a rundown on who speaks on what and how you have 
to pay for government men on your program. Senators 
come higher than members of the House, Prospects are 
easiest near election time. Size of group has big influence. 


BY JEROME SHOENFELD 


A senator who accepts an invita- 
tion to address your convention, will 
probably bill you $500 to $750. 
Representatives come cheaper—$250 
to $500. If he talked to you at all, 
a Cabinet officer would do it free, 
though you’d probably pay for his 
overnight suite. (Most likely, he'd 
regret that inescapable duty keeps him 
in Washington. ) 

Since he became Vice President, 
Richard Nixon talks for nothing or 
not at all. Chief Justice Earl War- 
ren turned $2,500, but presides free 
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at the National Press Club. 

This $750 won’t fetch any sena- 
tor. Alben W. Barkley (D., Ky) 
still commands $1,000 and up. So 
does Harry F. Byrd (D., Va.) 

Top fee to a government man was 
not paid to an American. Winston 
Churchill, several years ago, con- 
tracted for $2,500 plus expenses. It 
turned out that expenses included 
daily delivery of a case of Scotch and 
luxurious accommodations for a 
whole secretariat, which his spon- 
sors refused to pay. Haggling 


pared the expense account down to 
Churchill’s own board and transit, 
plus the Scotch. 

Fees are not set once and for all. 
Nor is a senator a common carrier 
who'll address everybody and at the 
same rate. If the speech is to be 
in his own state, where he'll be able 
to impress several hundred constitu- 
ents in one sitting, he may refuse 
money. He may come cheaper if 
important constituents are part of 
his audience. (Remember that when 
you invite him.) 

An election campaign shatters 
the market and prices crash. In 1956, 
you'll get notables by the score to 
electioneer free, Cabinet officers in- 
cluded. Then, nobody will . want 
them. 

Fees vary more or less with a sen- 
ator’s accumulated newspaper clip- 
pings and TV hours, but there are 
exceptions. After his repeated ap- 
pearances last year, Sen. Joseph Mc- 
Carthy’s market washed away. The 
same TV sessions brought Karl FE. 
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ALBANY GRAND BALLROOM SEATS 1600 


BALTIMORE “HIC Cc N JAPO DE l na . A . e . 4s 
' ' PRINGIELD. Moss Ten other function rooms seat from 20 to 500, all air-conditioned. 


Va mh Bac ' Beautifully located at the start of the Magnificent Mile. Com- 
Ot Santi Beach plete facilities plus Sheraton ‘“‘know-how’’, to help your conven- 


MONTREAL—Sheraton-Mt. Roya TORONTO— 
—The laurentien King Edward tion run like clockwork. 


a SHERATON the proudest ut OTELS See next page for facts on Sheraton’s Closed Circuit TV Network 


NOW-HOLD SIMULTANEOUS SALES 
MEETINGS COAST T0 COAST 


Sheraton Hotels Closed Circuit TV Network 


Now — management can talk “‘face to face” with the entire 


sales force . . . introduce a new product simultaneously to 

dealers in all territories . . . get reactions and answer questions H ERATON 

from plant personnel scattered all over the country. What’s 

more — all this can be done without pulling a single key man The Proudest Name in 

from his district and without paying costly travel expenses! 
These are a few of the advantages you gain by using the new 

Sheraton Closed Circuit Television Network with a two-way 


audio pick-up in any Sheraton Hotels in cities from Massa- IN CANADA 
. . . . ALBANY REAL—Sheraton-Mt. R 
chusetts to California (or independent hotels in non-Sheraton BALTIMORE purer 
*4° BOSTON K Edwar 
cities). ‘ ard 


An experienced staff handles production details, assists in all 
planning, including budgeting and analysis. 

LEARN More about this newest and most modern way to 
communicate “in person’ at less cost. Write to SHERATON (Non-Sheraten cities may also be included 
CLosEp Circuit Tv, 470 Atlantic Avenue, Boston 10, Mass. in the Sheraton TV Network.) 


Speech Makers in the Senate 


Here are some senators who readily make speeches. All 
charge negotiated fees, usually under $750 but above $500., 
including expenses: 


Styles Bridges (R., N.H.)—name your subject 

Harry F. Byrd (D., Va.)—government economy mostly 

Paul H. Douglas (D., Ill.)—all sorts of business subjects 

Allen J. Ellender (D., La.)—farm economics 

J. William Fulbright (D., Ark.)—civil liberties, banking 
and now stock exchange (if he finds the time) 

Hubert H. Humphrey (D., Minn.)—all sorts of things in- 
cluding retailing, farm problems, Congressional outlook 

Henry M. Jackson (D., Wash.)—ethics of government, 
international affairs 

Estes Kefauver (D., Tenn.)—world affairs, China, public 
utilities, threat of monopoly 

William F. Knowland (R., Cal.)—almost any subject (but 
hard to get) 

Mike Mansfield (D., Mont.)—most subjects, especially 
foreign affairs 

Joseph McCarthy (R., Wis.) —McCarthyism 

A. 8. Mike Monroney (D., Okla.) —communications, bank- 
ing, housing 

Wayne L. Morse (D., Ore.)—whatever’s being discussed 
(in great demand) 

Karl E. Mundt (R., §.D.)—farm and economic problems 
(in demand) 

Charles E. Potter (R., Mich.)—communications, business 
subjects 

Andrew F. Schoeppel (D., Kans.)—farm economics 

George A. Smathers (D., Fla.)—business and financial 
subjects, including taxes 

Margaret Chase Smith (R., Me.)—military, administration 
(if you can get her) 

John J. Sparkman (D., Ala.)—small business, housing, 
foreign relations 

John C. Stennis (D., Miss.) —military, administration 

Stuart Symington (D., Mo.)—air force, public works 

Alexander R. Wiley (R., Wis.)—world affairs (but hard 
to get) 
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Dramatized Sales Presentations 
Anniversary Productions 
Concert Attractions 
Variety Shows 
Orchestras 


Howard Lanin 


Management, Inc. 


NEW YORK %: PHILADELPHIA 
113 West 57th St. 1622 Chestnut St. 


Popular Speakers from the House 


Here are a few members of the House with high audience 


ratings—$250 to $500: 


Thomas B. Curtis (R., Mo.)—social security, taxes 

Walter H. Judd (R., Minn.)—Far East (sought after) 

James E. Van Zandt (R., Pa.)—atomic energy problems 

Martin Dies (D., Tex.)—business, legislative problems, 
subversion 

Brooks Hays (D., Ark.) —The New South 

Wayne L. Hays (D., Ohio)—whatever you’re interested in 


Mundt (R., SD) way up. _ Sen. ily available for conventions, 


TIPS FOR PLANNING 
TOP-FLIGHT CONVENTIONS 


Frankly, most conventions are more 
so-so than sensational. Yet you can 
plan success into your arrangements 
just as expertly as you would order a 
block of hotel rooms or line up a 
string of speakers. Just follow » Hs 
four steps: 

First, pick a place that’s fun to visit. 
(San Juan, Puerto fits this to a tee. 
Tropical jewel-like setting, golf, deep- 
sea fishing, swimming, sporting events, 
after dark festivities.) 

Second, look to the climate. Foul 
weather is always too well remem- 
bered. (San Juan averages 76° daily 
with sunshine assured). 

Third, ample facilities. (San Juan 
has modern air conditioned hotels— 
4 within walking distance of one 
another — plus all the exhibit and 
meeting room you want). 

Fourth, easy access. (San Juan is just 
a few air hours from anywhere. ‘T’yp- 
ical round trip fares: from New York 
$128, from Chicago $151, from Cleve- 
land $174. No passports, red tape or 
foreign currency). Get complete de- 
tails from Puerto Rico Visitors Bu- 
reau (An Agency of the Common- 


Estes Kefauver (D., Tenn.) has re- harder to assembic for single com- 


RMT Ss 


ago by crime hearings. 
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tained the audiences created years 


While Washington talent is read- 


pany sales meetings. But it’s quite 
recently that outsiders have been in- 
vited to staff get-togethers. 


wealth of Puerto Rico), Room 474, 
579 Fifth Avenue, New York. 


or 
personalized 
exhibits 


Messmore & pamon 


That “something extra” in 
our finished product reflects a 
client attitude which, in almost 
four decades of exhibit design 
and construction has brought to 
and kept with our firm a long 
and distinguished list of satis- 


fied customers. 
We build to help you sell. 
May we fill this role for you? 


Messmore and Damon 


1461 Park Avenue 
New York, New York 
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The Traymore 


The Ambassador 


The Belmont Plaza 


OTHER TISCH HOTELS 


Lakewood, N.J. . LAUREL-IN-THE-PINES 
Highmount, N. Y.. . THE GRAND HOTEL 
West End, N. J...... SAND AND SURF 


i HOTELS 
FO 


A Washington speech is usually 
intended as a drawing card, particu- 
larly if an open torum is promised. 
The audience expects to be made to 
feel that it’s getting inside dope; it 
wants to eavesdrop at the seat of 
power. Senators accommodate them- 
selves to this. Words and phrases 
like “Prospects ... .” and “The out- 
look for . .. .” are prominent in 
announced subject matter. 

It’s easiest and cheapest to get 
freshmen. Sen. Pat McNamara (D., 
Mich.) so far has gotten but one 
invitation. He charged no fee but 
billed expenses. As invitations come 
in, he'll set a fee. Sen. Richard 
L. Neuberger (D., Ore.) talked his 
head off at home. He's not been 
invited since he came to Washing- 
ton. He'd talk on conservation, 
public power, government adminis- 
tration. 

In the House, another newcomer, 
James Roosevelt (D., Cal.) already 
has gotten some bookings. He's to 
be reached through his New York 
City agent, W. Colston Leigh. 

Once in a while, Rep. Wright 
Patman (D., Tex.) will make a 
speech—usually on some phase of the 
Robinson-Patman Act. But, he won’t 
talk at all when Congress is in ses- 
sion. He'll address only groups that 
are obviously Small Business Men. 
If he does talk, he will take nothing. 

Rep. Daniel A. Reed (R., N.Y.), 
who handled the 1954 Tax Bill, 
won't make speeches. Indeed, it is 
hard to get anyone on the top ques- 
tion—taxes. 


Almost All Will Talk 


Almost any member of the House 
will talk, except those you’d want 
most to listen to. It’s pretty hard, 
for instance, to get the head of an 
important committee while Congress 
is in session—he’s a busy man. 

If there’s a particular subject you 
want somebody from Capitol Hill to 
talk about, you should try to get 
the chairman of a committee or sub- 
committee, which has studied it. 
Somebody on either Agricultural 
Committee would be your man if the 
subject were, say, “Prospects for 
Federal Support for Urban Produce 
Markets.” 

If you have a Washington repre- 
sentative, ask him to do the canvass- 
ing. Otherwise, it’s probably quick- 
est to deal through a bureau. John 
C. Metcalfe & Associates, Inc., Na- 
tional Press Building, Washington 4, 
D.C., is the only one listed in the 
Classified Directory, though there 
are several in New York City. 


Members of Congress are not the 
only Washingtonians who face audi- 
ences. So do executive officials. An 
official, a bureaucrat, isn’t allowed 
to take cash — unless (on his own 
time) he is expounding something 
that has nothing to do with his daily 
routine. A tax man, who after the 
five o'clock whistle, became an ex- 
pert on modern art, of course, could 
charge. 

Strictly, rules even prohibit a gov- 
ernment man from collecting ex- 
penses. He's expected to bill the 
government for fares plus $9 a day 
for board and lodgings. However, a 
well-run convention can put up a 
guest. If you’re doing that, simply 
assign his room and, as he checks 
out, have the cashier tell him that 
the bill has been paid. Because some 
government men Have jobs snooping 
on others, the subject is a delicate 
one. 


High Officials 


A high official, say, a commission- 
er, sometimes prefers to talk on his 
own time, in which case he'll charge 
travelling expense to you. Lowell 
Mason, Federal Trade Commission, 
one of the most sought-after, never 
bills the government, but would 
rather send you a well-rounded ex- 
pense account. FTC Chairman Ed- 
ward Howrey only talks free. Before 
he makes a date, he looks through 
the file to see whether the people 
who want him have a case pending, 
and if they do, politely declines. 
Commissioner James M. Mead dis- 
likes to bill either the government 
or a convention and so refuses en- 
gagements. 

FTC officials, other than the com- 
missioners themselves, sometimes bill 
the government for travel cost, some- 
times bill you. On the one hand, the 
Commission hasn’t much money to 
send its people travelling; on the 
other, there’s a certain embarrass- 
ment about accepting gratuities. 

For detailed discussion, rather 
than inspirational oratory, you can 
find a government man to handle 
almost any business subject what- 
ever: booms and busts, buying paint, 
market research, atomic technology. 

If it’s a trade association conven- 
tion, Jay Judkins, chief, Trade As- 
sociation Division, Department of 
Commerce, pledges to SaALEs MEeEt- 
tNcs that he’ll help you find the 
man. Incidentally, practically every- 
body in the Department of Agricul- 
ture is used to making speeches and 
some of them admit to being pretty 
good. The End 
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@ All trade association executives are 
cordially invited to investigate and inspect the 
Seville, Miami Beach’s newest and best 


~ 


equipped convention hotel. Group 


DY — = _ 
/*_ 
' . Grand Opening business being booked for 1956 and 1957 now. 


December 1955 luce th (ila. 


GENERAL MANAGER 


Oceanfront— 
29th to 3Oth Streets, 
Miami Beach, Florida 
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FLY NATIONAL... the Convention Airline 
TO MIAMI... the Convention City 


THE NEWEST, MOST MODERN FLEET IN- PEP YOUR SALES WITH “P.E.P.” 
THE NATION! Fly National, Airline of the Stars, to 
Miami and Miami Beach...combine a perfect vacation ment Program offers travel and all-expense Saqsue 
with a truly successful sales meeting! vacations as valuable incentive prizes for 
National is equipped to fly both large and small groups, —_ your salesmen. Ask us for detail! 

and will arrange all transportation details. For further - ss Bile 
information, contact your nearest National ticket office National Serves 17 Florida Cities 

or write direct Convention Dept.; National Airlines, Inc.; ... More Than Any Other Airline! 

3240 N.W. 27th Ave.; Miami, 42 Florida. 


NATIONAL AIRLINES sersreser 
oo oo 


—_fhiline vi VA eR Only 58 minutes away. Exclusive four-engine 


DC-6B flights. Just $36, round trip, plus tax! 


National's sure-fire Personnel Encourage- w=» 
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Virginia’ Most 
FINEST MEETING FACILITIES IN ALL 
OF VIRGINIA ARE YOURS IN THESE 


EXPERTLY-MANAGED AND TASTE- 
FULLY-APPOINTED HOTELS, 


144 air conditioned bedrooms and ad- 
ditional meeting rooms now being 


added. 
Ready for occupancy October, 1955 
for metropolitan meetings. 


Fifth and Franklin 
RICHMOND, VIRGINIA 


AIR-CONDITIONED inia Room, on main 
lobby floor, seats up to 1,000. 


ROOF GARDEN accommodates 500. 
CONDITIONED CONFERENCE ROOMS. 


365 OUTSIDE ROOMS, EACH WITH 
PRIVATE BATH. 


6 AiR- 


for resort conventions 
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“Chamberlin 


The Largest and Finest Hotel on 
Virginia’s East Coast 


AIR-CONDITIONED Virginia Room (400) 
AIR-CONDITIONED Hampton Room (425) 
AIR-CONDITIONED Monroe Room (125) 
AIR-CONDITIONED Chesapeake Room (30) 
Roof Garden 


300 Beautifully Furnished Rooms, 
each with private boths 


OPEN ALL YEAR 


RICHMOND HOTELS, INC. 
RICHMOND, VIRGINIA 


HOTEL KING CARTER 
250 Rooms. Rates from $3.00 
HOTEL RICHMOND 
300 Rooms. Rates from $3.75 
HOTEL WM. BYRD 
300 Rooms. Rates from $3.75 
Write for FREE, Interesti Brochure, 


Giving Full Convention Facilities in De- 
tall and Floor Plans! 


Outside, 


How to Plan and Stage 
Participation Meetings 


A check list of things to know and do to stimulate group 
thinking and action. Presents opportunity for salesmen to 
examine viewpoints of others, develop new understanding. 


BY CHARLES L. LAPP, Ph.D. 
Professor of Marketing, Washington University 


Group sessions in which salesmen, 
under the direction of a conference 
leader, have the opportunity to discuss 
sales problems and examine the view- 
points of others are called participa- 
tion meetings. It is like a seminar 
in that the opinion of each man is of 
value and the group as a whole works 
toward a new understanding of the 
problems or ideas under discussion. 

The attitude of the conference 
leader toward the salesmen and the 
attitude of salesmen toward the par- 
ticipation meeting obviously spell the 
difference between a meeting that is 
highly profitable for all concerned 
or one that is a waste of time and 
money. The following suggestions 
to the conference leader will be help- 
ful in making the meeting successful : 

Participation sessions require care- 
ful planning. Do the following: 

1. Outline specific objectives. 

2. Gather all the information 
needed for the session. 

3. Set up a flexible timetable for 
major points to be covered. 

4. Prepare visual aids (chart, pic- 
tures). 

5. Suggest to salesmen that they 
make some preparation for their par- 
ticipation. 

Leaders must appreciate these 
values derivable from a_participa- 
tion meeting: 

1. Salesmen more fully understand 
and remember ideas they help to for- 
mulate. 

2. Salesmen will give stronger sup- 
port to ideas emanating from a group 
discussion than those coming from 
higher authority. 

3. Their experiences can be valu- 
able not only to other salesmen but 
management as weil. 

4. Salesmen get to know each other 
better and work out ways and means 
to help one another. 


Follow these tested ideas for lead- 
ing participation meetings: 

1. Start punctually. 

2. Briefly outline what each ses- 
sion hopes to accomplish. 

3. Define controversial terms. 

4. Encourage exchange of ideas. 

5. Act as discussion leader. 

6. Do not allow discussion to be 
monopolized by an_ individual or 
group. 

7. Try to 
views. 

8. Periodically summarize areas 
of agreement and disagreement. 

9. Discourage private conversa- 
tions. 

10. Prepare in advance questions 
that will direct discussions. 

11. Praise good suggestions. 

12. Inject humor into the meeting. 

13. Avoid points not for group dis- 
cussion. 

The leader can get individual par- 
ticipation. Here’s how: 

1. Regularly ask if anyone has a 
question or another viewpoint. 

2. Occasionally direct a question to 
a specific salesman. 

3. When a stalemate has been 
reached on any point ask for a show 
of hands, pro and con. 

4. Have salesmen write out ideas 
on particular points. 

It is profitable to close the partici- 
pation session with a summary of the 
ideas, viewpoints and _ conclusions 
reached. The leader or one of the 
participants should do the sum- 
marizing. 

Salesmen can participate in the 
meeting in any one or several of the 
following ways: 

i. Relate an experience. 

2. Clarify a viewpoint. 

3. Ask a question (s). 

4. Where the group viewpoint is 
important, ask for a vote on an idea. 


reconcile conflicting 
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5. Make notes on points important 
to you. 

6. Request another salesman to | 
contribute his experience—if you | 
think it will be worth-while to the | 
group. 

7. Be willing to compromise his | 
viewpoint when the evidence and ex- | 
perience will not support his idea. 

8. Be prepared to summarize the 
session. 

The conference leader alone can 
not make a salesmen participation 
meeting success or fruitful. These 
are the advance suggestions to give 
to salesmen: 

1. Attend each session determined 
to learr: something. 

2. Try to make a worth-while con- 
tribution at each meeting. 

3. Be on time for each session. 

4. Be recognized by the conference 
leader before you speak. 
5. Be attentive while others are 

speaking. 

6. Think about what you want to 
say before you say it, then say it in 
as few words as possible. 

7. Speak so that you can be heard. 

8. Be certain that the idea you pre- 
sent is pertinent to the discussion. 

9. If you have a contribution to 
make—make it. 

10. Do not monopolize a session; 
give others the opportunity to make 
suggestions, too. 

lt. Do not spend session time 
bickering over minor or trivial points. 

Note to the conference leader (and 
salesmen): An idea or disagreement 
with an idea under discussion can be 
put across effectively in one of the 
following patterns: 

Presentation | 

1. Cause 

2. Effect 

3. Remedy 

Presentation 2 
What? 

Why? 

How? 

When? 

Who? 

Where? 

Presentation 3 

. Explain what your position or 
opinion is. 

. How did you arrive at it? 

. Why do you feel the way you 
do? The End 


DUR WN 


Why "Participation" Works 
Psychologists say we remember: 
20% what we hear 
30-50% what we see 
50-70% what we hear and see 
70% what we say 
90% what we say and do 
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Ideal for CONVENTIONS 


and SALES 


MEETINGS 


NASSAU in :n»e BAHAMAS 


Modern hotels with trained, experienced staffs provide 
superb accommodations for all types of group meetings. 
Nassau's Old World charm blends with ideal year 
‘round climate to furnish perfect setting for business and 
pleasure. Golf, swimming, all sports for “after hours”... 


shopping for British and European goods. 


for SALES INCENTIVE PLANS 


Everyone wants a vacation in Nassau—Resort Empire of the 
Western Hemisphere! Watch salesmen hustle when you make a 


vacation in Nassau their prize. 


EASY TO REACH! 
BY AIR: 1 hour from Florida 

42 hours from New York 
BY SHIP: Overnight from Miami via SS Queen 
of Nassav. Weekly sailings from New York 
via SS Nassau. Convenient connections from 
entire U.S. and Canada. 


For C 


plete Information: 


NASSAU, BAHAMAS, DEVELOPMENT BOARD 
MIAMI—1633-34 duPont Bidg. © NEW YORK—308 British Empire Bidg., 
620 Fifth Avenue © CHICAGO—1210 Palmolive Bldg. © DALLAS—1214 
Gulf States Bldg. © TORONTO—407 Victory Bidg., 80 Richmond St. West. 


Meetings 
\ 

Is \ 

To \ 


Resorts * 


Midwest \ 


_Oakton Manoe? 


Pewaukee Lake, Wisconsin 
Merely 2 hours from Chicago 


| Nippersink Manor 


| 

1 

| Genoa City, Wisconsin 

j Merely | hour from Chicago 

1 Shinderman Management 
1677 N. Michigan * Chicago 11, Ill * MOhawk 4-67501 | 
@ Sam Lippert, Convention Sales Manager j 
} 
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= 
manpower, inc. 


Our employees will set up and 
staff your booth or exhibit right 
and on time. 


EXPERIENCED 


SERVICE .2:., 


DIRECT MAIL SERVICE © MARKET SURVEYS 
TELEPHONE ANSWERING © ALL TYPES OF OFFICE 
work 


boats 


For information write: ° 


7 
MANPOWER, INC. Dept. SME a 45 Branches 
Milwaukee 3, Wisconsin : Coast to Coast 


Equipment put through its paces... 


ed 


as invited guests attend one of hundreds of performances. 


The Story Behind Yale's Road Show 


What did Yale get out of its traveling road show that you 
might duplicate? What objectives were reached? Which 
never materialized? What did Yale discover are the impor- 
tant elements? What did the project cost to operate? 


BY NEWCOMBE C. BAKER 
Advertising Manager, The Yale & Towne Manufacturing Co. 


First and most important thing to 
determine about a proposed industrial 
road show is its purpose. Is it to 
build prestige or strictly to promote 
sales? Both show manager and home 
office must know the answer in order 
to correlate planning with regard to 
problems of itinerary, actual per- 
formance and all other details and 
operational factors. 

Decide in advance what kind of 
audience it is that you want—general 
public, or a selected group such as 
business men, engineers and plant 
maintenance men. If you’re out to 
promote sales, the selected audience is, 
of course, best. On the other hand, 
even carefully hand-tailored audiences 
are fickle, and you never know 
whether you’re a hit or a flop until 
orders come in and the publicity clip 
book weighs 50 pounds. Even then 
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—to be professionally mysterious— 
you just really never know. 

To me, while I was show manager, 
the show was the thing; it was an end 
in itself; it had its own goals of per- 
fection and even beauty. I fancied 


it the answer to all sales problems, 
and advanced beyond being properly 
valued by the budget-slashing con- 
vention-bound committees in the 
home office. 

It’s a healthy kind of friction that 
exists between the show manager and 
home office—or perhaps it’s a polarity 
—and creates a balance that usually, 
as it does in nature, strikes a note of 
fitness and brings about generally 
good results. 

As show manager, I found that 
there is something about hitting the 
open road that is both refreshing and 
challenging—and who would com- 
plain about Miami in February, Can- 
ada in June. There was also the 
stimulation of the ready-made tradi- 
tion that came with the tent and 
trouping. Today, I know better what 
it means that the show must go on— 
in spite of big winds, power failures, 


Baker Qualifies Himself As Expert 


Some time ago, I accepted the job as manager, special sales promotion, 
Yale Materials Handling Division, to manage an industrial road show. After 
an extended tour on the road—and what a time it was—I hung up my script, 
passed the mike to other hands and accepted the job as ad manager of the 


division. 


I believe this reversal of roles has given me peculiar license to compare 
notes from both sides of the fence, and to appreciate opposing attitudes in- 
volved in a project such as an industrial road show in a highly personal 
way. I know now that success of a road show performance rests just as much 
on the home office as it does on the m.c. who faces the audience. 
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the convention spot 


that has everything... 


Actually a village within itself, Sun Valley, 
Idaho is the ideal place for your next conven- 
tion. Along with everything that’s fun under 
the sun there’s every comfort and convenience 
facility, including a movie theatre, post office, 
photo shop, florist, gift shops and church serv- 
ices. There’s a real wide-open western welcome 
awaiting, so why not make your plans now! 
Convention season, early April to July 1 and 
after Labor Day to October 15. 


GOLF e TENNIS e SWIMMING e 
HORSEBACK RIDING @ SKEET AND 
TRAP SHOOTING e@ FISHING e 
MOVIES @ BOWLING @ DRIVE 
YOURSELF SERVICE ¢ OUTDOOR 
ICE SKATING ¢ DANCING 

AND EVENING ENTERTAINMENT 


OWNED AND OPERATED BY UNION PACIFIC RAILROAD 


SM/APRIL I, 1955 


Silly | 


MEETING AND BANQUET ROOMS 


MEETINGS 
No. of Rooms Max. Capacity 
Opera House 
Duchin Room 100 
Slalom Room 100 
(Numerous smaller rooms 20 to 50) 
BANQUET 


No. of Rooms 
Lodge Dining Room 
Continental 600 


Liquor by the drink available per state laws 
except Sunday and designated holidays. 


Max. Capacity 


RATES: American Plan European Plan 
per person, two 
$14 in a room RATES ON 
per person, REQUEST 
$] 8 single room 
Capacity: Sleeping acc dations for 500 persons 
FOR RESERVATIONS and complete UNION 


PACIFIC 
RAILROAD 


information address Mr. Winston 
McCrea, Mgr., Sun Valley, Idaho. 
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BIGGEST STATE FAIR 


¢ 


} 
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BELLEAIR, FLORIDA 


More than the extensive convention facilities and ideal physical 
layout, it’s the friendly spirit and old-fashioned hospitality that 
attract so many groups conventions to the Belleview-Biltmore. 
Cheerful, efficient service from the moment you step across the 
threshold. Accommodations for groups up to 600. 27 holes of cham- 
pionship golf on the grounds. Complete Resort Facilities. 


I Insane Company, Mame Ko a ive Association, — 
nsurance 

ant ee ye comune tienen Sie Le gy 
United "States League, Wiedound Ben Box Manufacturer’s 


DON CHURCH, Manager 
q 


*, 
10 MINUTES FROM DOWNTO 


IN THE WORLD DALLAS 


Complete Facilities 
Indoors and Outdoors 


*% 7 exhibit buildings 
%& 359,500 sq. ft. of floor space 


4,301 seat Air-conditioned 
Auditorium 


* 
*% 50,000 sq. ft. Air-conditioned 
* 


% Over 100 acres of outdoor exhibit 
and demonstration space — beau- 
tifully landscaped 


%& Every modern facility for large or 
small meetings or shows 


*% Only 10 minutes from the heart of 
Dallas, the mecca of entertainment 
in the Southwest 


1955 FAIR DATES OCT. 7-23 


exhibit building 


Parking space for 12,000 automo- 
biles 


STATE FAIR OF TEXAS 
SALES DEPT., BOX 7755, DALLAS 26, TEXAS 


NAME 


BUSINESS ADDRESS 


CITY. ZONE STATE 


For Sales Meetings, Trade Shows, Conventions 


SEND COUPON FOR FREE ILLUSTRATED BROCHURE 
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sand storms and all the rest of it. I 
never hear the word “hop”, without 
remembering the day while doubiing 
as advance man, I breakfasted in 
Tulsa, lunched in Memphis, had din- 
ner in Birmingham and flopped for 
the night in Louisville. 

But this is not my story—rather 
the evaluation of what the Yale 
Traveling Road Show accomplished. 

First, I want to review the objec- 
tives; then briefly explain a few of 
the operation factors involved, and 
lastly, evaluate results. Were we at 
Yale satisfied with what was accom- 
plished? Would we recommend a 
traveling road show promotion again? 

The Yale traveling show was con- 
ceived to capitalize on many sales and 
advertising benefits that could be real- 
ized from actual demonstration of 
Yale products in major marketing 
areas of United States and Canada in 
1953 and 1954. 


Objectives 


These were the objectives origi- 
nally set down: 

1. To increase sale of Yale equip- 
ment afid help establish the name 
Yale as leader in the materials han- 
dling industry. 

2. To bring to each sales territory 
a live demonstration of Yale equip- 
ment which will best show the wide 
breadth of its application to industry 
on the local level. 

3. To give our geographical sales 
offices and distributors an opportunity 
to give their customers and prospects 
a closer, more personal contact with 
Yale equipment features and applica- 
tions. 

4. To extend and back up Yale’s 
national advertising program by add- 
ing a local point-of-sale aspect to a 
heretofore “selling - from - the - book” 
program; to increase coverage and 
dovetail with advertising as an ad- 
junct to our present media; to in- 
crease and stimulate inquiry returns 
for salesmen to follow. 

5. To increase publicity lineage and 
inquiries, thereby furthering Yale ac- 
ceptance and industry leadership. 

6. To lessen the necessity of par- 
ticipating in national trade shows 
(vertical and horizontal) in which 
there is a constant condition of com- 
peting with other materials handling 
manufacturers for a prospect’s inter- 
est and where it is almost impossible 
to feature a well-run, narrated mov- 
ing demonstration. 

Now I shall review a few oper- 
ational factors in order that you 
might have a better idea of what was 
involved in the functioning of a proj- 
ect of this kind. 
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HOLD YOUR CONVENTION IN 
Year ’Round 


“Indian Summer” 
CLIMATE AT THE 


Bom Niro: 


AUGUSTA, GEORGIA 
"Golf Capital of the Nation"’ 
The South's finest facilities 
for conventions 
@ ALL PUBLIC SPACE 
AIR-CONDITIONED . . . including 
@ all restaurants, cocktail lounge, 
lobby, meeting rooms and most 
guest rooms. © 
@ 400 rooms with bath 
® Spectacular, outdoor swimming 
pool 
® Golfing privileges (five minutes’ 
walk from hotel) 
For information write: 


| plants in their areas. 
| cards were available as additional 


Harold Lieberman, General Manager 


Newly Styled Throughout 
the General 
_ +Ogtethorpe 


. The new ownership of this fine 
_ resort has redecorated the entire 
| hotel . . . and two-thirds of all 
guest rooms have been air- 
conditioned. 2 air-conditioned 
ballrooms! 18-hole golf course 
on our own grounds, giant out- 
door pool, boating, fishing, 
tennis, dancing. Attractive con- 
vention rates. Write for color 
brochure and information. 


Rita | 
| i i 


~ Wi 
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Perhaps the most important phase 
of this project and one on which its 
success rested most heavily was ad- 
vance work. While our representa- | 
tives were at first dubious as to the 
import and potential of a promotion 
of this sort, as the show gained in | 
reputation, it became increasingly easy 
to enlist cooperation of the repre- 
sentative in each area. 

Seven weeks before the show was 
to arrive in his area, the representa- 
tive received “Manual of Prepara- 


tion and Operation.” This was our | 
| bible, defining areas of his as well 


as the home office’s responsibilities. A | 


| week later the show advance man 


came to town and went over the 


| whole plan with the representative, 


and helped to select a suitable place 


for showing. 


The first advertising piece was 
mailed at this time. It was the direct 


| mail teaser entitled ““Yale Road Show 


is Coming Your Way.” ‘Two weeks | 
before the show date, an invitation 


| with return post card was sent to the | 


same list. Representatives were sup- | 
plied with bulletin-board sheets for | 
Four-color post | 


mailing pieces. Local newspaper ad- 
vertising was prepared on a 50-50 


basis. Business publication advertis- 
ing backed up this entire promotion. 


Publicity 


Publicity on the national level— 


handled from the Philadelphia office | ; 
| —was highly successful. On the local | & 
| level, generally speaking, publicity re- 
| sults were in direct proportion to the 


time and effort spent by the repre- 


| sentative and advance man to get in | == 
| to see the city desk of local publi- | = 


cations. 
Telephone calls to as many guests 


? | as possible were made a day or two 
| prior to show date, and did much 
}| toward attracting the key men we | 
[| particularly wanted to attend the 


show. 

The crew originally consisted of 
six men. It was later reduced to five 
traveling plus one man assigned by 
each local representative during our 
stay in his territory. This man not 
only gave us the advantage of another 
strong back, but provided a more 
personal tie between the show and 
the representative’s organization. 

While, perhaps, they were not con- 
sidered an integral part of show per- | 
sonnel as such, it should be mentioned 
that a great deal of time was needed 
from persons back at the plant who 
handled a great many details neces- | 


sary in an activity of this kind—hotel | 


Oo ic: | 
a \- 


,¥ _ Ms 
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: Ree5 
THE 


CLARIDGE 


HOTEL 
ATLANTIC CITY 
Delegates Agree, Not Only 
“CONVENTIONAL” but “EXCEPTIONAL” 


Seventeen meeting rooms — cli- 
maxed by Trimble Hall—provide 
facilities for groups of from 25 to 
950 persons. Exhibit space of ap- 
proximately 12,000 square feet is 
available, serviced by heavy-duty 
elevator. 

A choice of 400 spacious rooms— 
majority overlooking the ocean— 
each with private tub and shower, 
fresh and sea water—music for 
dancing twice daily. 

GEORGE 6. BRUNI 
Vice President & General Manager 


ADA TAYLOR 
Director of Sale 


s 
STANLEY B. CAMPBELL 
Sales Manager 


Telephone Atlantic City 5-127) 


THE SKISCRAP ER 
BEE — 
8Y-THE-SEA 


- 
t* 


hour from Chicago 
Here at Lake Lawn, your next sales 
meeting will be all yours. No “big 
city" distractions — you have the 
perfect setting, with adequate 
conference rooms and superb 
accommodations and food at 
Wisconsin's smartest complete 
resort. Special events arranged. 


HAROLD W. ZILISCH, MGR. 
Phone: Chicago, FRankiin 2-6062 


L.zée Lean 


Lodge 


PHONE 


reservations, entertainment arrange- 
ments and many other essentials. 
To select the four working mem- 


bers of the crew we had something 


of a problem, for there was no doubt 
they had to double in brass—as truck 
drivers, circus roust-abouts, equip- 
ment demonstrators, maintenance me- 
chanics and top-notch customer rela- 
tions men. We took plenty of time 
to get good ones and these men were 
a real Yale key to a successful show. 
And now the evaluation of what 
was accomplished in the light of those 
objectives as originally set down! 
Fundamentally, the Yale show’s 


reason for being was to increase the 
sale of Yale materials handling 
equipment. 

Each benefit accruing from the 
production improved Yale’s sales po- 
sition—occasionally helping to close 
a sale on the spot, but more often in 
the intangible way in which salesmen 
eventually turn to tangible ends. 

First, as an aid to sales, both di- 
rect and indirect, the road show 
achieved an impressive record. 

Although there are several exam- 
ples of sales made directly under the 
big top, it was not the intent nor pur- 
pose of this show to make direct sales. 


for April delivery... 


... @ half-million dollar baby, a spanking new convention 
auditorium for the Hotel Westward Ho. A good sized 
baby, too, seating 1,500 people (1,000 at banquets). Full 
stage, sound equipment and projection booth. And, like 
its famous parent, it will be air-conditioned by refriger- 
ation, so that conventioners may come the year around 
to enjoy relaxing desert-resort atmosphere in a convenient 


downtown location. 


America’s Convention Paradise 


PHOENIX, ARIZONA 


‘Hore: Westware Ho 


A private club atmosphere 
for your next 
group meeting! 


This exclusive year round club-resort—high in the Pocono Mountains—offers 
superior accommodations for groups of 20 to 3OU persons. Comfort, fine food, efficient, 
friendly service and a pleasant, quiet environment insure successful meetings at 
this completely self-contained club-resort. Special group rates, Amer- 

ican Plan, include use of private meeting and dining rooms and 

most sports and entertainment features. Private 5500 acre estate 

affords excellent sports and recreational facilities all 


through the year, including superb 18-hole golf course. 
Entire floor of indoor recreational facilities. Easy to 
reach by train, plane, car, or bus—only /00 mules 
(3 hours) from New York or Philadelphia. Write 
for Conference Booklet giving complete details. 


Wm. W. Malleson, Jr., Gen. Mgr. 


74 


roe 3 

P CLUB 

“High in the Poconos” 
Box 30, Skytop, Penna. 


Certainly this unearned increment 
was welcomed as evidence of the 
impact of the show upon customers 
and potential customers. The true 
value of the show, however, was as 
an aid to salesmen, not as a substi- 
tute for them. 

Early in the tour it became evident 
that the success of the show in any 
area was in direct ratio to the interest 
and effort which the local sales repre- 
sentative and his staff put into co- 
operation to promote and support it. 
Often this cooperation paid off 
promptly, for the show offered a 
unique opportunity to close lagging 
sales and to develop new contacts. 

Some of these representatives have 
attempted to estimate the value of 
the road show in immediate sales. 
One office estimates $30,000 in busi- 
ness; another put it between $40,000 
and $50,000, and a third sold seven 
electric trucks and carton clamps im- 
mediately. 

Primarily, this sales impact came 
from live demonstration—the most 
effective sales tool in selling materials 
handling equipment. The perform- 
ances gave Yale representatives an 
opportunity to demonstrate dramati- 
cally to businessmen in their own 
towns and communities the versatility 


ON THE GULF COAST... 


| Lp 


for your next 


SALES MEETING 


A luxurious air-conditioned re- 
sort hotel specializing in conven- 
tions . . . finest meeting and 
banquet room in the south seat- 
ing 1500 .. . experienced con- 
vention staff trained to handle 
a “package” convention for you. 
Conveniently located between 
New Orleans and Mobile. Write 
us for more detailed information. 


Jimmie Love, Gen. Mgr. 


Siua\itr 


OVERLOOKING THE GULF OF MEXICO 


SM/APRIL 1, 1955 


of modern industrial trucks and at- 
tachments. Yale equipment was pre- 
sented in an atmosphere that was un- 
cluttered by the counter claims of 
competition. 

The entire stage was Yale’s. The 
spotlight was constantly on Yale 
equipment—all at work. The hand- 
picked audience represented the cream 
of sales prospects in the area. 

What about customer relations? 
Long before the show moved into 
an area it began to stimulate sales 
activities. Mailing lists were brought 
up to date because personal invita- 
tions were to go to each name. Per- 
sonal phone calls were made—often 
virtually to the complete prospect 
list. 

Some representatives used the show 
as an opportunity for personal calls, 
particularly on their most important 
prospects. Even when the prospect 
was unable to attend, the attention 
paid him and the ideas left with him, 


rials handling methods. ‘These men 
listened to the best sales talk Yale 
could give them—a talk without pres- 
sure in its presentation, but one which 
nevertheless emphasized the true 
value of materials handling methods, 
and made clear the basic quality of 
Yale engineering and manufacture. 

Prospects and customers discussed 
their own problems with Yale plant 
experts. They examined Yale equip- 
ment. They enjoyed Yale refresh- 
ments and talked shop with other 
nen who were materials-handling 
minded. 


in Palm Beach. 


After the show left town, Yale 
representatives had a backlog of fol- 
lowup calls based on mail, phone and 
personal contacts, local advertising 
and publicity. In addition, the Yale 
Materials Handling Division in 
Philadelphia received many hundreds 
of inquiries, ranging from requests 
for driver training manuals to di- 
rect sales leads. All of these were 
processed and forwarded to the near- 
est sales outlet. Many proved to be 
entirely new contacts. 

Continually Yale strove to pro- 
mote the stature of the representative 


Florida’s Largest Luxury Resort Hotel 


PALM 


were a valuable contribution to cus- 
tomer relations. 

Under the tent, personal contacts 
were limited only by the desires of 
the representative. Each show was 
the focal point for hundreds of men 
who are interested in modern mate- 


@ 8 meeting or banquet rooms for 
groups to 800 persons. 


e 4 air conditioned meeting rooms. 
@ Dining under the stars. 
@ Public address systems, stage. 
e Garage under hotel. 
AAA approved 
Open December through April 


Private Beach Club, Putting 
Green, Shuffleboard, Tennis, 
Olympic Salt Water Pool, Golf. 


Private Yacht Basin, Air Con- 
ditioned Cocktail Lounges and 
NEW Dining Room Seating 
900. Excellent Food. 


Cabana Terrace for dining and 
dancing. Entertainment nightly 
in the NEW FLORIDA ROOM. 


William A. Smith, Jr. 
Sales Manager 


James J. Farrell 
Managing Director 


Palm Beach 2-1781 
Plaza 9-7250 in New York City 


The RIGHT Hotel... 


in a Great 
Convention City! 


Rits- 
Carlton 


ARIZONA’S COUNTRY CLUB RESORT 
INVITES GROUP MEETINGS 


Accommodations for {49 guests in a secluded THE 
ON THE BOARDWALK club-like atmosphere only {5 miles to Phoenix. WIGWAM 
70 acres of lawns and flowers. Magnificent golf 
ATLANTIC CITY course and other sports. 3740’ Paved Airstrip. LITCHFIELD PARK 
if Superb food and well-trained service. ARIZONA 
3 Variety of meeting and conference rooms. | READE WHITWELL, MANAGER 
in Chicago 


Seasons Call: MOhawk 
NOVEMBER | 4.5100 


TO MAY 


Nearest boardwalk 

hotel to Convention 

Hall. Complete convention 
tacilities for up to 600 
persons on one 

floor. Famous 
Merry-Go-Rouna 

Room. All suites 

and bedrooms 

ocean view 


Special Sales 
Meetings and 
Convention Rates 


wn $6 


SINGLE 


from $ 8 


DOUBLE 


Write or 
Atlantic City 4-3051 


Michael T. McGarry 
General Manager 
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FOR 


s PECTAC 


(LAR PRESENTATIONS 


¢ PLANNING, 
PRODUCTION AND STAGING 


Fully automatic 
' sound-coupled 
| projection, in 
color or black 
and white. Port- 
-able equipment. 
Screen-spread 
up to 48 feet. 


Training K'ilmas. Um e. 150 west 54th stREET, NEW YORK + CO 5-35.20 


in his own community through local 
publicity and advertising tied in with 
the local office. As a direct result of 
the show visit, the representative met 
local newspaper, radio and TV men 
and civic leaders. He saw how pub- 
licity is obtained and gained a sound 
basis for his own future publicity and 
advertising promotion. 

In districts where a new repre- 
sentative had been appointed but had 
not had opportunity to become widely 
acquainted with materials handling 
men in his area, the show was of par- 
ticular value. Here the show offered 
the opportunity to develop wide con- 
tacts and, at the same time, the pres- 
tige of company backing. 

The scope of the show itself im- 
pressed both representatives and audi- 
ence alike; for this was a big show— 
biggest the industry had ever seen. It 
was a pioneer show—first of its kind 
in our industry. 

It had been hoped that the travel- 
ing show would serve as a training 
ground for sales personnel. It had 
the elements of a training program 


and offered an opportunity to test 
sales trainees with responsibilities un- 
der controlled conditions. Young 
men had a chance to become familiar 
with Yale equipment, sales policies, 
field sales organizations and to talk 
with customers. 


Didn't Work 


In actual practice, however, it did 
not prove a practicable training pro- 
gram. ‘The road show, in itself, was 
a serious undertaking, working on a 
tight, carefully planned schedule. Be- 
cause the show had to be as near per- 
fect as possible all of the time, it was 
not feasible to use any but the most 
skilled men to demonstrate Yale 
equipment. It was not possible to use 
any but experienced mechanics for 
maintenance. It was not desirable 
to attempt to make men who were 
not trained salesmen serve as sales 
representatives of Yale Materials 
Handling Division. 

As to prestige, at all times—in 


planning and layout, in selection of 
crew, in script, and in publicity and 
advertising—prestige of Yale was of 
paramount importance. 

Success of the show in this realm 
has been attested in many ways. Sev- 
eral chapters of American Materials 
Handling Society cooperated with the 
show at local performances ; chambers 
of commerce worked with Yale in co- 
sponsoring many shows; mayors of 
many cities attended performances; 
Army, Navy and Air Force consid- 
ered the show valuable training for 
personnel; and several colleges re- 
quested that it play on campus be- 
cause of the educational value for 
student engineers. 

In every area, leading companies— 
such as General Electric, Chrysler 
Corp. and Bethlehem Steel—sent im- 
portant officials to the show. Con- 
tacts made there were more than sales 
leads, they were prestige builders for 
The Yale & Towne Manufacturing 
Co. The favorable effect that the 
show had on important businessmen, 
industrialists and government officials 


See how ADmatic can boost sales for you 


Put full color and action into your sales messages— 
get greater attention at less cost—attract more 
prospects than through any other medium with 
the ADmatic, the automatic slide projector that 
runs continuously, day and night, with no oper- 
ator 
The ADmatic projects a new message or idea 
every 6 seconds on a large screen equivalent to a 
V. It holds 30 slides (2" x 2”) that are easily 
Just as effective in lighted areas. Use 
Dmatic wherever people gather, in stores, 
trade shows, dealer show rooms, theatre and hotel 
lobbies, as a visual salesman; or for personnel and 


salesmen training programs. 
For rental or purchase cree, wire, write or phone 
THE HARWALD COMPANY, 


INC. 


1216 CHICAGO AVE e DAVIS 8 e EVANSTON,’ ILL 


GIVE FREE 


ORCHIDS 


to the ladies — flown from Hawaii 
for a few cents each! . . . to 


° Introduce New Products 
¢ Introduce New Models 
* Increase BUYING Traffic 


and you'll get 


MORE SALES! 


Write today for new price list and brochure 
of many HAWAIIAN FLOWER GIFTS for 
promotions. 


Dept. SM-45 


H. C. KRUEGER-FLOWERS OF HAWAIl 


670 S, Lafayette Pk. Pl., Los Angeles 57, Callf. 
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ON 


eMeoce 


ONVENTION 
ROSSROADS 


BEST LOCATION on 
Miami Beach .. . Lincoln 
Road and Collins Ave., 
on the ocean... . only 2 
short blocks from the 
Municipal Auditorium. 


BANQUET and 
CONVENTION HALL 
seating 1000. 

FIVE additional 
Meeting Rooms seating 
25 to 400. 

350 DELUXE ROOMS 


COMPLETELY 
AIR-CONDITIONED 


Wire or Write 
R. H. “Dick” FREY 
Sales & Convention 

Director 


James J, Carroll 
Manager 


THE OCEAN AT LINCOLN ROAD 
MIAMI BEACH, FLORIDA 


has been evidenced by comments to 


Yale salesmen during their calls fol- 


lowing the show’s appearance in the 
| area. 

National publicity wus most grati- 
‘fying. Following a highly successful 
press party at the premiere in Miami, 
| Fla., a constant flow of publicity in 
national magazines, leading newspa- 
|pers and business publications kept 
‘the public informed of the show 
itinerary, made clear its objectives, 
'and generally promoted Yale Mate- 
rials Handling Division as the lead- 
ing manufacturer in its field. 

On a community level, newspapers 
in virtually every show area carried 
publicity about the show. It is diffi- 
‘cult to estimate the value of such 
publicity in dollars—readership and 
prestige of editorial. matter runs 
higher than that of comparable adver- 
tising space. 

It would be a fruitless task to at- 
tempt to put a dollar valuation on 
additional publicity coverage in the 
national press, in radio and TV. 
‘Clipping books show hundreds of 
such items from publications with a 
total circulation in many millions. 


Adjunct to Advertising 


The road show served as an im- 
portant adjunct to the advertising 
| program of Yale Materials Handling 
| Division in many ways. Advertising 
value of the show itself, as it drove 
across the continent, is obvious; the 
two trailers with signs on either side 
were comparable to four full-size 
moving billboards. Local advertising 
at each stop offered added impact. 

In Grand Rapids, Mich., for ex- 
|ample, a vice-president, Eastman-Ko- 
|dak, visited the show while he was 
on vacation. Impressed by the dem- 
/onstration, he made certain upon his 
return to see that Eastman personnel 
came to the show when it played in 
|Rochester. The contact resulted in 


For Your SALES MEETING 


Largest Hotel between N. Y. & Buffalo 
Audio-Visual equipment 
Closed-circuit television 

7 parking areas within a block 

Minutes from N. Y. State thruway 


hotel 


JAMES F. GILDAY, EXEC. VICE-PRES. 


yracuse 


SYRACUSE, NEW YORK 


. .. from 10 to 1,000 


TELETYPE $S300 


a 


ae pe es De ie ae 


a sale—the first Yale truck to be pur- 
chased for use in the Eastman-Kodak 
plant. 

Yale sales representatives in all 
sections of the country worked closely 
with road show personnel. They 
shared in all of the many tasks which 
good advance work demands, and in 
the plain hard work of putting on a 
performance. They offered sugges- 
tions and constructive criticism which 
led to constant improvement in per- 
formances and in effectiveness of ad- 
vance work. The show, as it evolved, 
was truly a joint effort of men at 
the plant, with show personnel, and 
men in the field sales organizations. 

The Yale Traveling Road Show 
visited 69 cities from Portland, Me., 
to Portland, Ore.; from Vancouver, 
B. C., to Miami, Fla. Touring some 
26,500 miles, it welcomed over 
65,000 people, representing all levels 
of employment classification from 
company president to operator per- 
sonnel. Every major marketing area 
was visited, representing over 82% 
of industrial buying power in the 
United States. 

The long itinerary was planned to 
give representativ*s with customers a 
long way from the big show centers 
an opportunity to see at first hand a 
display of Yale trucks and attach- 
ments and hoists in action. It at- 
tracted prospects who seldom or never 
got to shows, and it reached people 
who have never seen truly modern 
materials handling equipment demon- 
strated. 

In this way it complimented Yaie’s 
participation in the various trade 
shows. In fact, the performance 
itself served as the basis for Yale ex- 
hibits on the stage at Philadelphia’s 
Convention Hall for the Fifth Mate- 
rials Handling Exposition, May, 
1953, and at Canadian International 
Trade Fair, Toronto, June, 1953. 


Only Part of Promotion 


It’s axiomatic that show business, 
even under a striped tent with me- 
chanical marvels for stars, costs 
money. Budget for the road show— 
about a quarter of a million dollars— 
was set up to accomplish the objec- 
tives we hopefully had set down. It 
was also determined that the show 
could only be a part of the promo- 
tional activities of the Division and 
must be kept in perspective. All per- 
sonnel were kept fully aware that the 
show must be run economically as 
well as effectively. 

However, while it is important to 
have a show well budgeted, it’s a mis- 
take to skimp or economize at the 
expense of the show. It would be 
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1200 guest rooms: 12 excellent meeting 

rooms, each with public address system; 
huge Tulane Room accommodates up to 2,000 ~ 

persons, features massive service elevator 

and stage; completely air conditioned, 

television and radios, dinner room 

with name orchestras, beautiful cocktail 

lounges, experienced convention staff. 
Color brochure on request 


The South’s Largest and Finest 
Convention Hotel 


AFFILIATED NATIONAL HOTELS 
ALABAMA 


TEXAS 
. SEMM Mobile HOTEL STEPHEN F. AUSTIN Austin 
noret THOMAS. ierreRson Birmingham MOTEL EDSON . «+, Beoumont 
DISTRICT OF COLUMBIA — Hes ae : Orowerged 
HOTEL oN : 
HOTEL CORTEZ e Pos 


tNDI 
HOTEL BUCCANEER 
HOTEL CLAYPOOL - Indianapolis = HOTEL GALVEZ 
| TIE P sree Sanit esa 
JUNG HOTEL . New AMA 
i HOTEL DESOTO wor os 
eee CHECK THE L PLAZA 


NEBRASKA 


1ST Meredo 
. NOT SAREE Sth HOTEL CACTUS Son 
NEW MEXICO HOTEL ME 
HOTEL CLOVIS ... By A 
SOUTH CAROLINA HOTEL MOUNTAIN LAKE. Mountein Loke 
> HOTEL WADE HAMPTON ..Columbie HOTEL MONTICELLO ; Norfolk 
TELEPHONE 
NEW YORK—Murray Hill 66990 WASHINGTON—Executive 36481 
CHICAGO—Mohawk 45100 


MEXICO CITY—10-4800 


HOTEL New Orleans 


Yyou are looking for an exotic background, luxury 
facilities and an environment distinctly different . . . 
one that will insure the immediate success of the occasion . . . whether 
it is for a particular group, a meeting or a convention . . . then select 
the British Colonial, here in Nassau, loveliest island in the Bahamas. 
The New World’s most fascinating “Old World” town, colorful streets, 
flower-decked houses, ancient forts and native markets that will add to } ail BeBe om A eee 
the enchantment of the business holiday for your entire group. ee ae Oe — - train to 
Airways or B.O.A.C. to Nassau; 
RECREATIONAL FACILITIES: LIQUOR FACILITIES: Complete. by ship, New York to Nassau, 


GoLtr—Guest ivil at Baha weekly service 8.8. nny 2 
Cecio yreee +g sorters oad . 8.8. Nuevo Dominicano, Miam’ 
Country Club, 18 hole course. SwIM- CONVENTION SEASON: Groups can 


ws ta to Nassau, and Cruise Ships 
sino—terge extdcer gee! on grounds be handl to January 15 and after from New York to Nassau — 
and surf bathing from private beach on 


March 15 to September Ist Cunard and Furness Lines. etc. 
hotel grounds. RIDING, DEEP SEA FISH- CAPACITY: Sleeping accommod 

ING, WATER SKIING (instructor), SAIL- for 400. 

BOATING. DANCING (nightly). 


“ 


NORTH AMERICAN REPRESENTATIVES 


: ROBERT F. WARNER, INC. 

MEETING & BANQUET ROOMS: NEW YORK—588 Fifth Ave —JUdson 6-5500 
Several rooms of varying dses aveil- BOSTON—73 Tremont St—LAfayette 3-4497 
able for private meetings, luncheons CHICAGO—77 W. Washington St—RAndolph 6-0625 
and dinners, taking care of up to 400. WASHINGTON—Investment Building— 


CANADA—80 Richmond 8t., Toronto—€ mpire 3-2693 


British Colonial Hotel 


Reginald G. Nefzger, General Manager NASSAU, BAHAMAS 
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@ Complete facilities adaptable to 
any type of function 

@ Personalized attention to 
ever detail 

@ Convenient to railroad terminals 

@ Located in the center of 
downtown Chicago 

®@ Gracious, modern atmosphere, plus 
traditional LaSalle hospitality 


WRITE FOR ROOM CHARTS, FLOOR PLANS AND FULL DETAILS 


let us help make your 
next sales meeting 
the best you've ever held! 


WORLD-RENOWNED 


NORTHERNAIRE 


WeEbster 9-7372 


THREE LAKES 
WISCONSIN 


far better to yank the show off the 
road than cheapen it. Actual budget 
planning is without doubt the most 
important phase of home office func- 
tions—and while the budget can be 
flexible, the unforgivable sin is to “‘tie 
it to a shoestring.” 

The cast represented a financial in- 
vestment of well over $100,000— 
easily the equivalent of the staging 
of an expensive Broadway show. (I 
believe production costs of “Plain & 
Fancy,” currently the hit of Broad- 
way, was approximately the same.) 

To get an accurate picture of oper- 
ation costs, early expenses were par- 
ticularly high. Others, such as pub- 
licity, were deliberately peaked for 
the first tour—from the grand open- 
ing in Miami through the Fifth Ma- 
terials Handling Exposition—to help 
launch the show. 

After the show settled into a rou- 
tine, expenses ran at a rate of ap- 
proximately $7,000 a month. It 


might be interesting to know how | 


these broke down overall: 


Expenses 


Production 
Traveling Expenses 
Salaries 
Publicity 6% 
Printing & Supplies 6% 
Miscellaneous (show space, adver- 
tising, uniforms, guard service, 
gasoline, etc.) 15% 
In the final analysis, the Yale show, 


33% 
22% 


| for an expenditure of around a quar- 
| ter of a million dollars, resulted in: 


Results 


47,253 personal contacts 
139,000 direct mailings 
6,500 phone contacts 
147 advertising messages 


| over 413 publicity messages 


2,352 immediate inquiries 

In conclusion, the Yale Traveling 
Road Show was an outstanding suc- 
cess. For an economical expenditure 
it offered Yale the leading sales pro- 


| motion and public relations attraction 
| in the industrial field. 
| ture, it must be borne in mind that 
| much of the overall success of this 
| show 
| ““World’s First” with all the glamour 
| and newness that goes with that title. 


As to the fu- 
resulted from 


its being the 


The show, like any other promo- 


| tion activity, however, also had its 


limitations. Powerful as it was in 
sales impact, it needed strength from 
other sources. It proved to be a sup- 
plemental rather than a basic promo- 
tion, having its sales appeal primarily 
through personal contact and there- 


17% | 


ST. LOUIS 


iant 


in the businege 
eontor of Ct. | 


FABULOUS | 


BARN. 
| GREAT BARRINGTON, MASS. 
| provides an unforgetable 
setting for 
CONFERENCES ¢ MEETINGS 
FORUMS 
e 
Comfortable, clean 
accommodations for groups up 
to 250 persons 
The best food obtainable 
Large Assembly Hall 
Country atmosphere 
Ample parking 
Recreation facilities for 
relaxation between sessions 


Golf nearby 


Exceptional Rates 
Write or phone 
L. H. CRAFTS, Mar. 
Great Barrington 32, Mass. 


Open year Phone 434 


fore limited. The show itself could 
not in any measure replace national 
advertising, sales bulletins and bro- 
chures—basic tools of the industrial 
salesman, 


Two Misses 


On only two of its original objec- 
tives did the traveling show fall 
short. It was expected to free Yale 
to some extent from the high ex- 
penditure burden of participating in 
many trade expositions. By its very 
nature, however, it was necessary to 
make the show broad in appeal or 
horizontal, whereas the majority of 
industry shows are vertical, affording 
Yale the opportunity to demonstrate 
and display specialized equipment. 
Furthermore, Yale’s participation in 
any particular exposition is recognized 
as Yale’s interest in and support of 
that industry—a consideration too im- 
portant to be ignored. 

There would be no justification in 
the recommendation that the road 


show remain on the road as a con- | 
tinuing promotion, or even be rerun | 


at regularly scheduled intervals. To 


be an effective sales tool and to at- | 
tract a high caliber of customers and | 
prospects, many of whom would have | 
it necessarily 

would have to be something a great | 
deal more than only a sales talk. It | 
would have to offer new equipment | 


seen this first show, 


pieces, new methods and totally new 
concepts. ‘ 


Not Replacement 


Reiterating, this type of promotion 
cannot replace the many other basic 
promotion activities. It could only 
prove its value ‘and therefore, be seri- 
ously recommended 
were available beyond the limitations 
of the normal advertising budget. 

No, a traveling show is not the 
“cure-all” for all sales problems, but 


I have no doubt it is here to stay, and | 


will become an even more increasingly 
familiar mark on the American land- 
scape. The End 


Trade Show Follow-up Technique 


Like Gaul, all good exhibit promo- 
tion is divided into three parts. Most 
exhibitors work hard on the “before” 
and “during” of trade show presen- 
tations, but how about the “after”? 

Did the exhibit tell the story? 
How did booth visitors like the pres- 
entation? Will they buy the product 
or did they forget about it? These 
are questions exhibitors have talked 
about with their key personnel and 
generally have told themselves things 
they wanted to hear. 

American Viscose Corp., Philadel- 
phia, asked these same questions and 
to find the answers did a follow-up 
on its exhibit at the recent National 
Association of Food Chains conven- 
tions. What it did, how it did it and 
the results make up the “after”. 


Belt of Ideas 


Major attraction at the Viscose 
booth was a continuous moving belt 
that carried new packaging ideas; 
packages designed to promote sales of 
meat, fish, poultry, produce, cake and 
bread, wrapped with Viscose’s prod- 
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uct—cellophane. 
was to learn if these ideas were car- 
ried back to the visitor’s home office 
and passed along to store managers. 


Within a week after the show, 204 | 
mailings, each containing a letter, one | 
8 x 10 composite photograph of the | 


packaging ideas, and a return card 


listing five helpful leaflets free for | 


the asking, were mailed to chain store 
executives who registered at the con- 
vention. 


22°% Response 


Forty-five cards came back, a re- 
sponse of 22%, requesting 755 pam- 
phlets; 17 cards were signed per- 
sonally by top food chain manage- 
ment. At this point it became a 
matter for sales follow-up. 

This post-show mailing was in ef- 
fect a second showing of the booth 
presentation at a fraction of the cost 
of the first presentation. The words 
and pictures helped to make the pres- 
entation remembered long after the 
exhibit closed down. 


if the moneys | 


ALL-ON-ONE-FLOOR 
Convention 
Facilities 


Not only Air Conditioned 
meeting rooms to accom- 
modate all size groups from 
10 to 600 but facilities for 
your entire program activi- 
ties to be held all-on-one- 
floor. Centrally located — 
noise free—no traffic con- 
gestion upon arrival or de- 
parture and 2 Acres of 
the = Free Parking. 


James M. Powell, Mgr. Dir. 


RICHMOND, VA. 


Viscose’s folow-up | 


WF 


No last minute headaches . 


++ no 
overburdened executives... no time- 
consuming advance preparations, Just 
turn over your convention responsi- 
bilities to us. A full time profes- 
sional staff handles all planning, 
registration, accommodations. enter- 
tainment, etc. Plus ... Hotel and 
apartments accommodating 40,000... 
meeting rooms for 50 to 1000 dele- 
gates ... air-conditioned auditorium 
seating 2,500 with exhibit space. 


DAYTONA BEACH RECREATIONAL AREA 
ORMOND BEACH - HOLLY HILL 
SOUTH DAYTONA ~ PORT ORANGE 


eee — - WRITER ee 


| PETER NILES, Executive Cirector 

| CONVENTION BUREAU, 533 SEABREEZE BLVD. 
DAYTONA BEACH, FLORIDA 

1 Or CALL COLLECT 2-0461 
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CONVENTION— 


MODERN RESORT 
ACCOMMODATIONS 

Over 3,000 rooms conveniently lo- 
cated in center of things for large 
conventions or sales meetings; 
rates do not vary with seasons. 
Excellent restaurants and enter- 
tainment. 


SPACIOUS CONVENTION 
FACILITIES 

Assembly rooms accommodating 
up to 1500 equipped and staffed 
to handle large or small meetings. 
Display space available for ex- 
hibitors. Outstanding banquet 
facilities. 

ACCESSIBLE 

Just 60 minutes from New Orleans 
and Mobile. Easily reached by 
air, rail, bus or automobile. Daily 
commuter service to New Orleans. 


EXCELLENT RECREATIONAL 
ADVANTAGES 


Excellent fishing by deep sea 
charter boat or in inland streams; 
five 18-hole golf courses; 28 miles 
of white sand beach skirted by 
new 4-lane super highway, 

Write or contact Cham- 


ber of Commerce in any 
of cities listed below. 


Visit MISSISSIPPI'S | 
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ABC's of Meeting Planning 
For the Expert Chairman 


Do's and don'ts in planning to improve communications at 
sales meetings; the ke, to fundamentals; how to assist 
speakers; what to do before and after a sales meeting. 


BY W. J. CONNELLY 


Assistant Director, Public Relations 
Bakelite Co., Division of Union Carbide and Carbon Corp. 


Unfortunately, some salesmen have 
come to consider a sales meeting only 
as a good time; some others consider 
them as only a waste of time. 

Actually, a good sales meeting is 
neither of these. It might be defined 
as: “A periodic meeting of manage- 
ment, sales and engineering groups to 


PRE-ARRANGED SIGNAL to indicate time 
is up should be worked out with each speaker. 


promote the interchange of ideas con- 
cerning developments to date and 
prospects for the future.” 

If one were to pick a single reason 
for holding a sales meeting, one of the 
most important justifications would 
be: ““To improve communications be- 
tween management and its sales rep- 
resentatives.” 

Telephone, telegraph, letters, book- 
lets, pictures, field trips by depart- 
ment heads—these are all necessary 
parts of day-to-day business, and in 
very few exceptions does modern 
business operate without sales meet- 
ings. They are a vital part of our 
business communications. 

Every day in New York City 
alone, there are over 100 sales meet- 


ings under way in hotels—easily three 
times as many are being held in the 
conference rooms of home offices. It’s 
not unreasonable to assume that as 
this is being read there are at least 
400 individuals droning to sleep or 
captivating a sales meeting audience. 

For every “spectacular” sales meet- 
ing, with hundreds in the audience, 
a stage crew, professional actors and 
a musical theme, there are scores of 
just. plain sales meetings, with less 
than a hundred people, counting the 
president and bell boy of the hotel 
who was pressed into service to move 
the easel in for the president’s un- 
decipherable charts. 

This presentation will be confined 
to the small meeting, with the limited 
budget—the kind that may have as 
few as 25 or 50 people but is, in 
reality, of equal importance as the 
“giant size’ that involves hundreds 
and has a budget in the tens of thou- 
sands of dollars. 

What distinguishes the good sales 
meeting from the poor one? ‘That 
answer has but one word: planning. 


IMPORTANT DECISIONS should be re- 


corded as soon after your session as possible. 
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House Your 


Entire Convention Under One Roof 
aud. 
All Your Exhibits on One Floor 


PLANNED SINGLE FLOOR CONVENIENCE 
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EXHIBIT SPACE . . . over 40,000 square feet of air-conditioned exhibition space. 27 AIR CON- 
DITIONED MEETING ROOMS. .... accommodating from 10 to 2,000. EXCEPTIONAL BANQUET 
FACILITIES . . . for functions of any size. SUPERBLY SITUATED .. . near Marshall Field’s and the 
Merchandise Mart, in the heart of the theater district. 1501 REDECORATED, AIR CONDITIONED 
GUEST ROOMS... every room with radio, many with TV. WORLD FAMOUS RESTAURANTS. 
College Inn Porterhouse — tops in America for tender steaks. Well of the Sea — seafood flown in 
daily from both oceans. And for delicious food at modest prices — the Celtic Cafe, the Coffee Shop 
and the Snack Bar. DRIVE RIGHT INTO THE SHERMAN ... the only hotel in Chicago that gives you 


this service. No waiting for busy doormen when you arrive—no waiting for delivery when you leave. 


For information phone, wire, or write Danny Amico, Director of Sales. 


SHERMAN 


CHICAGO’S MOST CONVENIENT HOTEL 


* 
Randolph, Clark and La Salle Streets 


Telephone: Franklin 2-2100 
Teletype: CG 1387 
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BOASTS A FAMED HOSTELRY 


convention center par excellence 

for as many as 500 persons! 
Twelve beoutifully decorated air-conditioned 
function rooms of varying size, plus good ex- 
hibit facilities. 400 outside spacious rooms, all 
with bath and radio. 
Renowned for superior food and gracious 
New England hospitality. 


Hotel 


WILLIAM T. BIGLER, General Manager 
490 Commonwealth Avenue 
Telephone KEnmore 6-2770 


This must be planning that looks 


| ahead, planning that recognizes that 


“the best laid plans of mice.and men 
gang aft a-gley,” and that prepares 
supports to bolster up a sagging por- 
tion of a meeting when it suddenly 


| develops. 


Planning of this type can obviously 


| be done only by one person: the meet- 
| ing chairman. 


Chairman's ABC's 


One method of organizing this 
planning is to know and follow a 
meeting chairman’s ABC’s. These 


| may be broken down as follows: 


A. Establish: 
Purpose or theme 
Who attends 
When 
Where 
Accommodations 
Agenda 
. Speaker’s guide 
rrange: 
. Meeting notices 
. Speakers 
. For audio-visual aids 
Seating and setting 
. For messages 
. Timing 
. For summary 
. Operate: 

1. On time 

2. With iron hand 


FNNAPRWNo 
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There is nothing new about any 
of the listings, but it usually is news 
when all of them ire taken into con- 
sideration. When that happens it 
marks a good sales meeting. 

Attention to detail is vital and no 
detail should be considered insignifi- 
cant when planning a meeting. One 
comment often heard is “Oh, it was 
a good meeting all right, but man, 
those were the hardest chairs I ever 
sat in!” To be facetious for a mo- 
ment, who would be more logical 
than the chairman to see that chairs 
were as comfortable as _ possible— 
without inducing sleep. It is a well- 
known fact that the brain’s retention 
of important information dispensed 
at sales meetings is in direct propor- 
tion to the lack of physical discom- 
fort to the southernmost portion of 
the spinal column. 

Of the ABC’s given above, several 
items should be further expanded. 


Agenda 


First is agenda: the structural 
framework around which any success- 
ful sales meeting must be built. The 
agenda is quite often a deep secret to 
everyone but the chairman. Even 
speakers sometimes don’t know what 
part they play in the program. Ev- 
eryone attending should know the 
meeting’s agenda and know it well 
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SPEAKER'S REQUISITION 


(Please return by 


to: W. J. Connelly, Bakelite Company, 


292 Madison Avenue, New York 17, New York) 


My presentation (title or subject) ........ 


To be given (date) . 


Will take minutes 


(Check) 110 AC ( ) 110DC( ) 
Please have (number of) .................. display tables (these are 2! x 6 feet) 


2 ss. | need (number of) electrical outlets 


Largest and Most Modern 
Summer Resort in the Middle West 


breezy Point Lodge 


for the samples listed on attached sheet (Attach list, please) 

| plan to use (number of) ................ charts. (State size) 
ON BIG PELICAN LAKE )2( )3( 

BRAINERD, MINNESOTA The following projection equipment will be needed (check): 

“Perfect Packaged Conventions” { 


Groups from 50 up to 400 persons { 
Welcomed in June, July, Aug. and Sept. ( 


(Check proper number) |( ) easels will be required 


} 16 mm. sound or silent projector 


) 3%" x 4" slide projector ( 
( 


) 2" x 2" slide projector ) opaque projector 


) 2" x 2" sound slide projector { ) overhead projector 
d f - th handling of 

ata tie amine In addition, the following equipment will be needed (check) : 

ideally located in a superb Northern 

setting with big-city accommodations { ) flock board ( 

and services, including swimming, { ) record player ( 

golf, tennis, soft-ball, bowling, shuffle- 

board, dancing, entertainment and 

superlative food! Every room with 

private bath or shower. 


ASK FOR CONVENTION BROCHURE 


) tape recorder 
) blackboard 

| will need assistance to . 

The helper(s) will .... 


Please arrange (state special requests) . 


1001 W. Washington Bivd., Chicago 7, lil. Telephone No. 


Phone SEeley 3-3649 


_ Address 
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E Hur of Di istinetion All | 


FORT HARRISON 
CLEARWATER, FLORIDA 
‘ 


Let the name Jack caR be your guide 


to the finest convention facilities and vacation enjoyment. 


Y FRANCIS MARION @ Tip-free parking service @. Modern room accommodations 
CHARLESTON, SO. CAR @ Planned recreation @ Unexcelled cuisine @ Completely air-conditioned 
Excellent meeting ond dining facilities. 


JACK TAR 


. TEXAS 
KEY COLONY GALVESTON 


MARATHON, FLORIDA 


"Gives Office: 505 N. Michigan yoy Phone Superior 7-1 
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“ABAKER 
hotel, Dallas, Texas 


Dallas’ finest convention hotel, the BAKER... 

800 attractive guest rooms, completely air con- 

ditioned, 11 beautiful meetings rooms all on one 
fioor, ample exhibit space and capable convention 
staff. Home of the nationally famous MURAL ROOM. 


-%. 


MOTEL ADMIRAL SEMMES Moble 
HOTEL THOMAS JEFFERSON Birmingham 


AFFILIATED NATIONAL HOTELS 


ALABAMA TEXAS 
MOTEL STEPHEN F AUSTIN. 


DISTRICT OF COLUMBIA 
HOTEL WASHINGTON. Warhington 


INDIANA 

MOTEL CLAYPOOL 
HOTEL JEAN LAFITTE 
LOUISIANA DO COURTS 


ORONADO COU 
JUNG MOTEL MIRAMAR COURT 


HOTEL DESOTO 
NEBRASKA 
MOTEL PAXTON 


NEW MEXICO 


ANGE as 
MOTE: CLOWIS uma 


SOUTH CAROUNA HOTEL MOUNTAIN LAKE 
HOTEL WADE HAMPTON MOTEL MONTICELLO 


ahead of time. Advance notices, re- 
minders, and a confirming compre- 
hensive copy on the day of the meet- 
ing are very worth while. 


Speaker's Guide 


The second is a speaker's guide: 
This should attempt to establish 
ground rules for the meeting, speaker 
and audience. It is important that 
the speaker know exactly what kind 
of an audience he may expect and 
about how many will be in attend- 
ance. On the other hand, the chair- 
man should clearly specify what he 
is expecting the speaker and his pres- 
entation to do for the audience. 

The chairman can assign the 
speaker a given number of minutes 
and then impress upon him the neces- 
sity of keeping within the time limit. 
However, the guide will be the 
means of tying down important in- 
formation about visual aids, samples 
and the like. 

The speaker’s guide can be several 
sheets of mimeographed instructions 
to the speaker to give pertinent facts 


about the approximate number at- 
tending, the meeting room size in 
width, breadth and height (this is 
important when visual aid projec- 
tion is involved), instructions as to 
reaching the location (if it is hard 
to find), and similar information. In 
addition, the speaker should be given 
some words of caution or certain 


TELEPHONES should be removed or discon- 
nected to prevent intermittent disturbances. 


speaker practices, such as using charts 
that cannot be read at 10 feet—let 
alone the 35 feet of an average meet- 


ing room. These cautions are not 
amiss and are usually not only ac- 
cepted, but welcomed by the speaker. 
A speaker’s guide recently prepared 
contained the following please don’t: 
Don't pass exhibits through the 
audience: 


Shortcomings 


Passing exhibits through an audience 

has a number of shortcomings: 

1. The member of the audience who 
gets the exhibit first cannot possibly 
get a good look at the exhibit, under- 
stand the data attached to it and 
listen to the speaker at the same 
time. 

. By the time the exhibit has gone but 
part way through the audience, the 
speaker has usually made two or 
three points about the exhibit that 
most of the audience has not seen as 
yet. 

. The speaker is usually on a different 
subject entirely by the time a per- 
centage of the audience get to see 
the exhibit. 

. It distracts the audience as the 
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sample passes from hand to hand 

and usually the speaker suffers 

through this divided attention. 
Suggestion: Either have a slide made 
of the sample and use that for your 
presentation—and put the actual sample 
on display during an intermission—or 
use the actual sample in the talk, with- 
out passing it through the audience, and 
put it on display during an intermission. 


Requisition 


It is suggested that the speaker’s 
guide should include a speaker's requi- 
sition (page 84). This, incidentally, 
takes out any of the sting that might 
develop from telling the speaker what 
to do and not to do. Most speakers 
are not, as a rule, demanding and 
they hesitate to say in a letter, “I 
need this and that and those.” It 
does make them feel important. It is 
less demanding to review your check 
list and check off the things they 
need, and it doesn’t take as much time 
as a letter. 

As the time of the meeting draws 
near, the chairman must begin to con- 
centrate on the fine details and these 
following 10 items are but a few of 
those things that must be taken into 


consideration to assure the best pos- 
sible meeting. They don’t cost much 
money; they cost time and i chair- 
man must be prepared to see that they 


PHYSICAL COMFORT of your audience is 


vital to success of any session—large or small. 


are taken care of. For instance the 
chairman must see: 

1. That the speaker is on a raised 
platform and that there will be 
enough light on him so that he can be 
seen plainly. 


2. That the chairman’s chair and 


table are in a convenient spot and 
will not interfere with the speaker 
hut will permit the chairman to fol- 
low a speaker immediately and carry 
on with the rest of the program. 

3. That a lighted lectern is pro- 
vided for the speaker. 

4. That arrangements are made for 
a signal light button at the chairman’s 
table and a signal light on the lectern 
so that the chairman can signal the 
speaker when he is approaching the 
end of his allotted time. 


Decisions in Writing 


5. That arrangements are made to 
keep a record of important decisions 
and confirmed in writing to all pres- 
ent as soon after the meeting as is 
possible. 

6. That outside messages for those 
attending the meeting are taken while 
the meeting is in progress by a com- 
petent secretary and these messages 
are distributed by the chairman dur- 
ing intermissions. 

7. That telephones are removed 
from or disconnected in the meeting 
room to prevent constant disturbance. 

8. That the room can be darkened 
for projection, is properly ventilated 


wrest! 


THE STADIUM 
_ Ld 


..- OF THE BEST CONVENTION LOCATION 
IN THE NA TION Convenient location, close to rail and 


air travel facilities, Public Auditorium, Stadium, business, 


entertainment, and shopping area is one reason for The 
Hollenden’s popularity with convention delegates. 


CLEVELAND’S MOST INTERESTING HOTEL 


Long noted for its warmth of hospitality and friendly 
service, The Hollenden has always attracted interesting 
people. To meet their d ds, a ti improve- 
ment program is maintained. 1000 guest rooms are 
newly decorated. 7 restaurants and bars provide exciting 
atmosphere, good food and entertainment. 


The Hollenden has one of the finest plans in the 
country for conventions, exhibits, tings, banquets, 


etc. A selection of newly decorated rooms equipped with 
all facilities for successful private gatherings. 


HOTEL-OPERATED AAA GARAGE AITACHED 


Held Helloader 


ROBERT P. JOYCE 
General Manager 


HEATRICA 


HOPPing 
OlstRicrs 


JOHN F. NOLAN 
Sales Manager 
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GEMS 


A good convention program, 
like a good diamond, shows 
off to best advantage in a 
proper setting. If you have 
the former we can provide 
the latter. 


on the Boardwalk, Atlantic City, N.J. 
Owned & operated by Leeds & Lippincott Co. for 65 years 
Write for illustrated folder 


EXECUTIVES 
R. W. LEEDS « JOSEPH |. McDONELL 
J. H. LIPPINCOTT, JR. « E. D. PARRISH 
ELLSWORTH SOOY » DORIS SEARS « |. L. HAVERLY 
LAWRENCE B. RAUGH » GUY E. BROWN 
LEONARD G. RUNDSTROM 


and heated when necessary. 

9. That sufficient ash trays, pen- 
cils and note pads are provided. 

10. That the chairman has two or 
more assistants, depending on the size 
of the meeting: one to handle visual 
aids, projection equipment, etc.; the 
other to handle details that occur 
while meetings are in progress—com- 
munications, literature, etc. 

As the meeting actually gets under 
way, the chairman must follow his 
agenda, be sure that intermissions 
and “coffee breaks” are not slighted 
or cut short and that the meeting 
operates by the clock. 


Unexpected Issue 


He must be sure he has planned 
for the unexpected ‘“‘vital issue” that 
must be jammed into the schedule at 
the last minute and he realized long 
ago in his planning that there are 
always twice as many announcements 
as planned. Furthermore, his agenda 
—his entire program—must have 
been planned on two bases: the desire 
to communicate new information or 
to refresh material that has been pre- 
sented previously; and, secondly, to 
answer questions of people that are 
to be the audience. 

If it is to be a lengthy meeting, 
spanning two or three days, a brief 
outline of each subject to be discussed 
should be included in some form of 
binder for distribution prior to the 
meeting. Next to each page of in- 
formation should be a blank page for 


MUST HAVE ASSISTANTS to handle visual 
aids, communications, other literature and 
details that occur while meeting is in progress. 


Once the conference is opened, the 
chairman is Boss. Depending on the 
kind of speakers he has on the agenda, 
he is prepared to remind them with 
a signal light when their time is up 
or drive the speaker away from the 
lectern with a pre-set clock with a 
loud bell. Standard Oil Development 
Co. has settled the problem by having 
puffs of smoke shot out of the lectern 
at the startled speaker. 

To sum up, the key to successful 
sales meetings is based on two funda- 
mental factors: planning; timing. 

There is no set formula that can 
apply to each individual meeting. 
Each separate meeting is important in 
its own right and should be treated 
as an individual case. This article 
has tried to give suggestions to con- 
sider. The speaker can determine 
with the light of cold, analytical 
judgment what is best in his own 


notes to be taken by the audience. case. The End 
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Plant Tour Solves Donation Problem 


A guided tour through a factory is a plan whereby a Pittsburgh, 
Pa., company gives donations to worth-while organizations. 

Koolvent Metal Awning Corp. of America, plagued by organiza- 
tions that solicit funds, many of which it suspected were fraudulent, 
devised a plan to insure that donations go to worthy organizations. 
The company offers one dollar for each person who tours its factory 
—with no strings attached, not even a sales talk. 

Within three days after the idea was publicized, tours were sold 
out for the next three months—at the rate of two a day and one 
on Saturday. 

Open to groups from 10 to 25, the tour runs 90 minutes. No 
effort is made to sell the product or solicit names; however, litera- 
ture about Koolvent is handed out. Visitors usually represent some 
group or club in the Pittsburgh area and the dollar a person is paid 
in their organization’s treasury. 

Koolvent has invested $2,500 for 2,500 people belonging to 300 
different organizations. ‘The program has put the company name 
before thousands of people, kept out phony solicitors and indirectly 
increased sales. 
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“sOKLAHOMA Cl 


FOR CONSISTENTLY FINE CONVENTIONS 
AND SALES MEETINGS 


Welcome to the eight fine downtown hotels | 
in Oklahoma oF... at “the crossroads of 
the nation.” Easily set by prominent 
eee highways and turnpikes . . . four principal 
600 Rooms railroads . . . five major airlines. If your 
ee group is a smaller one, you'll — 
je at the courteous, com 
given by the individual hotels. iar it’s 
a large group, you'll appreciate, too, 
the convenient, air conditioned 
Municipal Auditorium .. . ai 
a“ seating capacity of 6,000 
"BLACK 57,000 sq. ft. of display area. 


200 Rooms 


; vs, a? BE pucKins 
Featuring 300 Rooms 
ATTRACTIVE 
ACCOMMODATIONS 


AND COMPLETE 3 ae SKIRVIN TOW 


p ; 500 Rooms 
CATERING : ; oye SKIRVIN 


" SERVICES. 


KINGKADE 


“FOR FULL INFORMATION 


. WRITE ANY OF THE ABOVE HOTELS, CR TO THE 
- OKLAHOMA CITY CHAMBER OF COMMERCE, CONVENTION 
BUREAU. DESCRIPTIVE BROCHURES PROMPTLY FURNISHED. 
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le voici 


Here—at this internationally 
famous French Canadian village 
resort, your group will find o mem- 
orable meeting spot—a 6000 acre 
world-in-itself with everything you 
could wish for right at hand. 


Here — you can meet in summer, 
fall, winter or spring — amid the 
breathtaking beauty of Canada’s 
magnificent Laurentians. Enjoy the 
finest meeting and recreational 
facilities, comfortable accommo- 
dations for all your group (up to 
350), superb cuisine and bar, in- 
comparable old-world courtesy. 
(And we think you'll come again 
and again, as so many important 
groups do.) Write for full in- 


formation. Mont 
Tremblant 
Lodge 


Mont Tremblant, P.Q. 


Canada 


Mrs. Joseph B. Ryan 
President 


Only 90 miles 
north of 
Montreal 


A City Under One Roof — 
Perfect For 
An Outstanding Convention 


Finest facilities — location ideal for 
either National or Regional groups 
—complete recreational facilities 
on our 700 acres of estate-like 


grounds, including our own 18-hole 

championship golf course. We 

specialize in personalized attention! 

Inquiries appreciated and promptly 
handled. Write: 


A. P. Shoemaker, Jr., General Manager 
N. Meisner, Convention Manager. 
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Biily Rose and his “big layer cake." 


Permanent “World's Fair” 


For New York City 


| Billy Rose tells of Webb and Knapp plans for a combination 


merchandise mart, exposition site and industrial theater 
building. Huge project will cost more than $100 million. 


Details of the proposed Palace of 
Progress—a merchandise mart to 
combine exposition areas and indus- 
trial theaters—were outlined by 
showman Billy Rose at the recent 
meeting of Exhibitors Advisory 
Council in New York City. 

“To get down to cases,” said 
Rose, halfway through his speech for 
company exhibit specialists, “I would 
like to tell you about a project I have 
been working on for quite a while, in 
association with the largest and most 
dynamic real estate outfit in this 
country, Webb and Knapp, headed by 
the already legendary William Zech- 
endorf. 

“Our notion,” explained Rose, “is 
to build a permanent world’s fair 


, 


in mid-Manhattan. The ~ structure 
which will house the Palace of Prog- 
ress probably will have a larger 
square-foot area than any building in 
the history of this earth, and it will 
cost substantially more than $100 
million.”’ 

While the project is not “all set,” 
Rose indicates, “It is long past the 
dream stage.” Site of the building 
will not be announced until May al- 
though, according to Rose, it has been 
selected and architects have been 
working on the plans. 

“Definitely tied up” for space in 
the Palace of Progress, says Rose, is 
“the largest and most representative 
purchasing agency in this country, a 
group which currently buys better 
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than $17 billion a year worth of 
merchandise for the shops, stores and 
homes of this nation. And this initial 
group concerns itself only with the 
things you put on your back. It has 
nothing to do with capital goods; it 
has nothing to do with big equip- 
ment.” 

Rose describes the Palace of Prog- 
ress, “this big layer cake,” as a “per- 
pendicular world’s fair, with its ele- 
vators, ramps and escalators, with its 
new architectural concept which will 
take a person from floor to floor with- 
out his quite realizing it. It will 
consist of approximately 2,000,000 sq. 
ft. of high-ceiling, air-conditioned 
space and 360,000 sq. ft. on one 
level.” 


Nine Acres 


The edifice will cover a nine-acre 
plot, says Rose, and _ the first 
2,000,000 sq. ft. “will be used for 
the display of American industrial 
exhibits and exhibits of foreign gov- 
ernments on both an institutional and 
merchandising level.”” Center sec- 
tion of the building, “approximately 
another 2,000,000 sq. ft.,” will be 
devoted to a modern merchandise 
mart. Office space for buying or- 
ganizations will fill the upper stories 
of the proposed 20-story building. 

“On the lower level, as you enter, 
flanking a gigantic entrance hall,” 
Rose describes, ‘there will be a series 
of small industrial theaters that will 
utilize every bit of modern crafts- 
manship when it comes to lights, TV 


and _ closed-coaxial-circuit _ installa- 
tions, newsreel facilities, revolving 
and shuttling stages, everything that 
exists today that will cater to the 
comfort of the customer and the ex- 
pert projection of the merchandising 
message.” Rose foresees 12 such 
theaters in the building. 

A single exhibit area of 10,000 
sq. ft. will be behind the entrance 
hall, says Rose. 

“Now the whole thinking, the 
whole approach to the Palace of 
Progress,” he explains, “has primarily 
concerned itself with how can we 
realistically help the merchant mer- 
chandise his merchandise.” 

Restaurants, coffee shops, snack 
bars and “automatic food dispen- 
saries” are slated for the building— 
“even a dietetic restaurant.” 

Questioned about the project, Rose 
was willing to talk about everything 
but the site. “Reason for that is that 
this will be quite a story and I have 
been asked not to take the edge off of 
it for newspaper purposes around the 
world.” 


Office Space 


Asked about office space, Rose said, 
“We have about closed the books for 
office space. We can’t afford to rent 
more than 1.5 million feet of office 
space and the office space in this 
building will be primarily for use of 
national buying agencies, national 
trade agencies, a couple of labor or- 
ganizations. Of course, any exhib- 
itors who take considerable areas of 
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James C, Corrigan, Resident Manager 


GRAND HOTEL, 


Pause 


A 350-acre private estate with luxurious accommodations and a variety of outdoor activities at any 
season. Excellent cuisine. Facilities available for sales executive group meetings the year 
around, except March and April. Limousine service to airports and railroad stations. 


Maximum 125 persons (75 double rooms) 


Point Clear, 


Skylounge 
Conference Room 
Directors’ Room 
Committee Rooms 
Clubhouse for parties, 
meetings, banquets 
Year ‘round golf on 
championship course 
Fishing Lodge and 
deep-sea cruisers 
Swimming Pool and 
White sand beach 
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Harry A. Peters, Jr., Vice President 
Alabama 


AISTORIC 


Mt}: 
VIRGINIA y 


A distinguished 
setting for 
meetings 
conferences, forums 


For groups of 10 to 300 persons beau- 
tiful Williamsburg offers conference 
delegates and:their, families an oppor- 
tunity of combining business with an 
enjoyable holiday in this uniquely re- 
stored community. Here, where great 
patriots proclaimed our American faith 
there is something of interest for ev- 
eryone—tours through the Governor’s 
Palace, the Capitol and other famous 
exhibition buildings, 1 8th century gar- 
dens, golf, tennis, cycling. 

Fine cuisine, excellent accommoda- 
tions and true Virginia hospitality con- 
tribute greatly to the success of every 
meeting held in Williamsburg. 


Williamsburg Inn & Lodge 
For descriptive booklet and information write : 
baw. Vo. or call N'Y. Res Of” Circle 6-6000 


JOSEPH MASSAGLIA, JR., PRESIDENT 
HOTEL MIRAMAR and Bungalows 


SANTA MONICA, California 
California's World-famous Resort—250 rooms 


HOTEL SENATOR 
SACRAMENTO, California 
The Capital's Premier Hotel—400 rooms 


HOTEL BOND 
HARTFORD, Connecticut 
Headquarters for Hospitality—400 rooms 


HOTEL SINTON 
CINCINNATI, Ohio 
Hospitality at its Best—700 rooms 


HOTEL RALEIGH 
WASHINGTON, D. C. 
On Famous Pennsylvania Ave.—500 rooms 


HOTEL SHERWYN 
PITTSBURGH, Pennsylvania 
Center of Everything—400 rooms 


HOTEL EL RANCHO & Bungalows 
GALLUP, New Mexico 
World's Largest Ranch House—200 rooms 
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space, whatever reasonable request 
they would make, we, of course, want 
to go along because we want this to 
be a success, and we know that the 
merchant and the buyer are the 


boss.” 


Ready in 1957 


In answer to a question about com- 
pletion date for the project, Rose 
said, “It is hoped to break ground 
some time next year and complete the 
building the following year—some 
time in 1957.” 

When asked why a project of the 
dimensions of Palace of Progress was 
proposed for New York City, Billy 
Rose answered with several anec- 
dotes: 

“I went in and saw the General 
Motors Show (Motorama, Waldorf- 
Astoria). Harlow H. Curtice, presi- 
dent of General Motors, was there. 
I had met him once and he said, 
‘Billy, be on the level with us and 
tell us what you think of the show.’ 
I said, ‘I will do no such thing; I 
am going to tell you it is charming 
whether it is good or bad. This is 
not my business and my mama told 
me when you see another man’s show, 


say it is fine.’ I said, ‘But I will tell 
you one thing: If it is true that you 
spent a million dollars, if you have 
got a bad show for a million dollars, 
you ought to get a good show. If 
you have a good show, how dare you 
turn New York City into a one-week 
stand ?” 

“*When you had a good show 
called the “Futurama” (in New 
York’s World’s Fair) you ran for 
two summers, and I remember days 
when the line was a mile long waiting 
to get in to see it. You sell cars all 
around the year!’ 

“The president of General Motors 
turned and said, “The little man is 
saying what I have been saying for a 
long time, but where are the facilities 
to do it?’ 

“Now, at the great Waldorf-As- 
toria, where they had to cut the ball- 
room in half and use a lot of other 
rooms, one of the largest corporations 
on the face of the earth was showing 
in a series of bedrooms.” 

To further point up the absence of 
adequate industrial theater facilities 
in New York City and the need for 
it, Rose explains with this: 

“Now, I own a theater, a very 
stylish theater called the Ziegfeld. 
Two or three years ago the Packard 


Motor Co. came around and said, 
‘Can we rent your stage for an after- 
noon?’ I said, ‘Sure and why not. 
You have fine cars and I consider it 
an honor to have you here.’ 

“Well, I considered it such an 
honor that I asked—and received— 
eight times my normal rental, but 
they couldn’t have cared less because 
it wasn’t even a white chip.” 


Capital Goods 


Asked about capital goods displays 
in the Palace of Progress, Rose de- 
clared, ““We would like to have capi- 
tal goods. The Merchandise Mart 
of Chicago has no capital goods; it 
hasn’t got the facilities to bring them 
in; it hasn’t got elevators and it hasn’t 
got the height. 

“We will have space to show a 
DC-7, to show the largest harvesting 
implements and run a railroad in—I 
mean to run a Diesel in. 

“As a matter of fact, there is noth- 
ing that we are building here, you 
understand, that will really make 
conflict with existing facilities. These 
facilities do not exist in New York 
or any other city.” 

The End 


Put PLEASURE on your prograra 


Choose GAL 


Your delegates will love the tropical atmos- 
phere of Galveston, Texas, a sparkling island 
in the Gulf of Mexico. Air conditioned re- 
sort hotels on the beach, luxurious private 
swimming pool, abundant fishing, golf courses 
and tennis courts and 32 miles of beach for © 


swimming and sunning. 


In addition to hotel meeting rooms, the fabus A, 
lous Pleasure Pier has 36,000 sq: feet of), 
exhibit space and an air omer tt 


room, ideal for meetings, banquets ; 


ALABAMA 
HOTEL ADMIRAL SEMMES 
MOTEL THOMAS 


OtsTRICT OF 
HOTEL WASHINGTON 


MOTEL 
TELEPHONE 


VIRGINIA 
HOTEL MOUNTAIN LAKE. Movntein Loke 
MONTICELLO ........... Norfolk 


a CF 


WASHINGTON—Executive 36481 
MEXICO CITY—10-4800 


TED NATIONAL HOTELS 


Television or radios in guest rooms 


COMPLETE CONVENTION FACILITIES COMBINED WITH RESORT PLEASU ES. 
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THEATRICAL SETS become exhibits after the show. 


Meeting-in-the-Round 


Pioneer uses new theater technique to show new line to 


clothing chain executives. 


A musical extravaganza recently 
opened on Broadway that was not 
covered by drama critics but was 
critically evaluated by 350 clothing 
chain executives and haberdashers. 
The novel show, “Eye to Eye,” 
staged by Pioneer Suspender Co., 
Darby, Pa., served to introduce its 
spring line of belts, suspenders and 
accessories to the trade. 

Employing the theater-in-the-round 
technique, the show required no set 
changing, no scenery moving and a 
minimum of space. All the sets and 
scenery needed were on stage before 
the show started. Scene changes 
were handled by spotlights, the other 
sets remaining blacked out. Actors 
left on blackout and were in place 
for next scene before spotlights went 
on again. 

Each scene and set suggested a new 
spring line that was further featured 
by song or skit. Scene titles too al- 
luded to Pioneer products: “Color’s 
Sweeping the Country (Elastic 
Belts)”; “Man Around the House 
(Jewelry)”; “Pioneer Stretchway 
(Belts)”; “Best Friends (Braces)”’; 
“Politically Speaking (Wallets)”; 
“Love (Jéwelry)”. 

Professional talent (actors, ac- 
tresses, direction, musicians, stage 
manager, sets) was agency collected. 
The circle theater effect was attained 
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Audience sits in balcony. 


by seating audience in the balcony 
looking down on stage sets on the 
ballroom floor. 

All the sets remained on stage 
after the dramatic show. Each ex- 
hibited a new line during the show 
and was there for the immediate in- 
spection of the audience and trade. 
This presentation cut out the need 
for additional displays or booths. 

‘“Eye to Eye”, the imaginative Pio- 
neer show, is an idea that has been 
effectively employed to break the mo- 
notony of routine shows and can be 
presented wherever there is a ball- 
room with a balcony. The theater- 
in-the-round staging is economical, for 
it allows show sets to be used also as 
post-show exhibits and only a hand- 
ful of professionals are needed for a 
first class presentation. 

Staged by Pioneer, “Eye to Eye” 
had original music and lyrics by 
Charles Swier and Gloria Haaz; di- 
rection, Suzanna Roberts and Charles 
Swier; stage manager, Helen Israel; 
costumes, Patricia Miller; sets, J. 
Paul Miller, John Winter, Eugene 
Lutz; entire show planned and pro- 
duced by Ralph J. Roberts, with a 
cast of 13 actors and actresses from 
TV, radio and stage. The entire 
show, including a week of rehearsals, 
was staged in the Grand Ballroom, 
Hotel Sheraton-Astor, New York 
City. The End 


..- And So Are the 
MEETINGS 


Fishing for a resort setting for your next 
meeting? Check on The Carolinian and 
its ideal facilities for groups up to 100. 
Here on the coast of North Carolina your 
meeting enjoys ocean-front atmosphere 
to stimulate thought .. . and ocean-side 
recreation. 


You have the best fishing along the At- 
lantic Coastline at The Carolinion. You 
can fish in the ocean, inlets, fresh and 
salt-water sounds and bays, plus deep- 
sea fishing in the Gulf Stream offshore. 


For details write to: 

Mrs. Lucille $. Purser, 
Manager 

The Carolinian 


| Nags Head on the Atlantic, Nerth Caroline 


Want Top Results? 
Then Bring Your 
Sales Meeting to 


SPLIT ROCK 
LODGE AND CLUB 


On Lake Harmony in the Poconos 
2000 feet elevation 


e Now! Newly enlarged 
meeting, banquet facilities 

e Bar and Cocktail Lounge 
e Year-round sports 

e Unexcelled food 

e Spacious rooms and cot- 
tages 

Only three hours from New 
York or Philadelphia. For 
complete information, write 
W. D. Herrmann, General 
Manager, Split Rock Lodge 
and Club, White Haven R. 
D., Pa., or telephone White 
Haven 4561. 


IN THE MOTOR CITY 


ENJOY THE FRIENDLY 
ATMOSPHERE OF THE 


DETROIT - LELAND 
HOTEL 


800 OUTSIDE ROOMS 
WITH BATH AND FREE RADIO 

IN : 
DOWNTOWN DETROIT 


12 ROOMS ACCOMMODATING 
UP TO 400 FOR MEETINGS 
EXHIBITS AND BANQUETS 
GRENADIER DINING ROOM 

AND LOUNGE BAR 
ALSO COFFEE SHOP 
AIR CONDITIONED 


Teletype DE-1062 
Phone WOodward 2-2300 
Wm. H. Chalmers, General Manager 
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MIRAMAR 


HOTEL RESORT 


\L 


21 Garden Acres 
by-the-Sea 


You can be as active here as you 
wish, or relax as you please. 


Accommodations for conventions any 
size to 300 guests—or sales meetings 
—with 5 private dining or session 
rooms. Cocktail lounge, dining room, 
and modern garage. 


Miramar's private sandy beach will 
delight you. Heated swimming pool, 
also tennis, shuffle board, croquet. 


Just 90 miles from Los Angeles, in 
suburban Montecito. Special group 
rates on request. European plan. Your 
inquiries will receive the personal 
interest of — 


William P. Gawzner, Manager 


MVE ROOFS SY THE BLUE SA 


Santa 
MIRAMAR 


HOTEL AND COTTAGES 
COAST mOMWAT SANTA BagBanA 


NO RESTRICTIONS on height or depth of display material at this show. 


What Did Show for Shows 
Prove to Industry? 


|. You have to design ''sell" into an exhibit. 


. Cost need not be a stumbling block. 


2 
3. Use of cubic content develops greater impact. 
4 


. Overall effect is a matter of personal taste. 


Show for Shows, an experimental 
exposition sponsored by Exhibitors 
Advisory Council in New York 
City’s 69th Regiment Armory last 
month, eliminated most rules for ex- 
hibitors to see what would emerge 
with a free hand. Exhibitors were 
those who service or supply to ex- 
hibiting companies and show manage- 
ments. 

What did the exhibit experts prove 
at this test of the cubic-content con- 
cept for booth display? Several 
things—some of which have been 
proven with conventional exhibits. 

1. Sales approach: Exhibitors who 
came to the show to sell something 
and actively merchandised what they 
had to sell, enjoyed excellent results. 
Exhibitors whose displays were insti- 
tutional or educational in design 
could show little sales results. 

There’s nothing startling in this 
discovery. Whether you use the cubic 
content of an area or just a flat back 
wall, if you don’t work hard to sell 
something, you won’t. Exhibitors who 
participated with the attitude that 
they were in the show merely to help 
an experiment and to further the 


exhibit industry, had a non-sales atti- 
tude which reflected in the results. 
Those who came into the show with 
a this-has-got-to-pay approach, con- 
ceived their appeals with sales in 
mind—and made them. 

2. Cost: Use of cubic content need 
not cost more necessarily. While 
there is a greater footage of display 
used than with back-wall exhibits, 
lighter construction materials and 
module principles help to keep costs 
in balance. 

While construction materials costs 
might come down, art and lettering 
costs go up with cubic content. With 
judicious use of copy panels, cost of 
“cubic” displays should about equal 
back-wall displays for similar quality. 

3. Impact: There’s little question 
that cubic use of space allows for 
greater impact. Ability to focus light 
fromm any angle, to use product sup- 
ports anywhere in the exhibit area, 
and to concentrate attention to any 
spot in the display, can’t be equaled 
by standard booths. 

4. Overall Effect: Show for Shows 
had a modern European flavor. Use 
of island areas (diamond shaped) in- 
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| Viewers and Habits of 


MIAMI BEACH... 


New... Nice 
.-..and North 


In the exclusive, 
uncrowded North Beach 
section. Brand new and 
beautiful, catering to 
particular people 
looking for the ocean- 
front’s finest in food, 
fun, convenience and 
service. Ideal for groups 
to 250. Auditorium seats 
350. Private meeting 
rooms, PA system, all 
convention facilities. 
Air-conditioned 
throughout. Private 
ocean beach, pool, 


cabanas — everything. 
May we give you 
details ? 


arbour 


HOTEL 
On the Ocean at 
10101 Collins Avenue 
Miami Beach, Florida 
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y Montauk Manor is this 
year’s convention spot 


J : and attendance will soar! Nr 
Y \t's New York’s smart vacation spot! 
ACCOMMODATES UP TO 350 i 


200 ROOMS WITH PRIVATE BATHS 
LARGE & SMALL MEETING ROOMS 


stead of standard rows produced a 
lightness that is uncommon in indus- 
trial or trade shows. Show for Shows | 
was too small to compare, but it | 
might have been interesting to note 
whether this new treatment would 
be less fatiguing to visitors than con- 
ventional shows. 

There is disagreement on the 
shows effect. Some thought the show 
jumbled or confusing because of the 
variety of heights, shapes and sizes 
of dispiays. No poll was taken to 
determine the pros and cons, but re- 
sults might compare with a survey 
on modern art; some like it and some 
don’t. 


Like it or not, there’s no denying 
that cubic content displays can pack a 
bigger wallop. 

Show for Shows was not produced 
as a pattern for show managers and 
exhibitors to pick up en toto and use. 
It was simply an experiment to see 
how much there is in the idea of cubic 
content. 

There is one big reason why cubic 
content will grow as a factor in 
trade and industrial shows: It can 
do a better job to focus attention on 
a product—to help to sell it. It is 
the new display technique’s market- 
ing ability rather than any artistic or 
aesthetic considerations that will fos- 
ter its growth. 

Domenico Mortellito, manager, de- 
sign section, Advertising Dept., E. I. 
duPont Nemours & Co., Inc., is con- 
sidered the leading exponent of cubic 
content for trade show exhibits. He, 
however, is not unmindful of the pit- 
falls which await misuse of cubic con- 
tent. He pointed out these dangers 
in his speech at a concurrent session 
with Show for Shows: 

“This cubic content concept is not 
an excuse for building more construc- 


| tion at a greater cost to the exhibitor. 


This is intelligently borne out by an 
understanding of the new types of 
light-weight construction available to- 
day. 

This is not a reason for destroying 
the overall design and effectiveness of 
a trade show in its entirety. Rather, 
it can enhance it beyond its present- 
day limitations. 


WHEN 
CONVENTIONS 
COME 
MARCHING 
OUR 
WAY 


The entire staff of the Hotel 
Thayer stands at attention. 


In reviewing our services, 
you'll find: 


IDEAL LOCATION 
... 50 miles from 
New York City on the Military 
Reservation of the United 
States Military Academy 


TRADITIONAL HOSPITALITY 
... thoughtful comfort from 
the moment of welcome to 
time for leave-taking 


PRIVATE FUNCTION ROOMS 
..» for groups of 20 to 400 
persons including the spacious 
Crest Room and smaller 
meeting rooms 


BANQUET FACILITIES 
... superb food and fine 
drinks, artfully prepared and 
served in a gracious manner 


ATTRACTIVE ACCOMMODATIONS 
... 196 guest rooms in addition 
to comfortable quarters for 
172 persons in dormitory 
rooms 


“AT EASE” HOURS 
. . . guided tours of historic 
West Point. Sports and 
recreational activities nearby. 


For rates and information write to 


‘This is not an excuse for creating 
complexity or confusion in a display 
of the product and its sales message. 
It is more a reason for simplicity and 
better dramatization. 


FIREPROOF RICHARD 
DeepSeaFishing* 150ft.saltwaterpool M. TOOHILL 
» Cabana & Surf Club + 18 hole apnasing 

professional golf course irector 

» Tennis courts + Cocktail 

~ and supper dancing 

Top Entertain- 


William R. Ebersol, Manager 


U.S. 
HOTEL 
THAYER 


WEST POINT, NEW YORK 


“Lastly, it is not an excuse for as- 
| suming greater or lesser bulk than 
| your competitor in the adjoining 
booth or in other booths in the same 
exposition. Rather, it is a question 
of a more intelligent use of the space 
available.” The End 


SM/APRIL I, 95 


because he thinks it would tend ta 
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convention 
has a host of uew/ features! 


There's a new look at Memphis’ most yon 
hotel, and we're poised to serve 

coming convention needs. New 100% air condi. 
tioning; a beautiful new lobby; new ground floor 
exterior and entrances; the lovely new Empire 
Room which joins the Balinese Room with sound- 
proof modernfold doors (capaci: 1,000) plus 
many other features fully descri in our beau- 
tiful new convention brochure, Write for it now! 


100% AIR CONDITIONED 


for your convention 


COME TO 
CORONADO 


The West’s Greatest Convention Resort 


© Groups up to 800 © American Plan © Sightseeing 
*@ Ample Meeting Rooms (No Charge) 
® Beach Club, Golf and Tennis Facilities ¢ Deep-sea Fishing 
All convention activities under one roof. . . 
with plenty to do for relaxation. Swim in pool or sea; 
dancing, golf, tennis. . . 
only 2 hour away, featuring Jai Alai and racing. 


exciting old Mexico 


We'll help you make your next convention the best yet! 
Ashton A. Stanley, Managing Director John A. Tetley—Sales Manager 


Hotel del CORONADO 


CORONADO, CALIFORNIA 
The Famous All-Year Resort Across the Bay from San Diego 
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melback ina 


One of the world’s Great Vacation Resorts 


ee. PHOENIX, ARIZONA 


GOLF AT ADJOINING PARADISE VALLEY CLUB 
NEW CONVENTION ROOM FOR GROUPS 
A few of the organizations that have met at 
Camelback recently: 


A.B. Dick & Company Ethicon Company Nat'l Ass'n Retail Grocers 
Gen. Petroleum Co. Simpson Logging ig Co. Western Governors’ Conf. 
Gen. MotorsExecutives Pacific Fire Underwriters Superior Coach Corp. 


9% 
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Viewers and Habits of 
Exhibitors in Industry 


(continued from page 17) 


exhibitors want every visitor to reg- 
ister. In the office equipment field, 
two out of three don’t care whether 
he does or not. In the electronic 
field, they divide up 50-50. In chem- 
ical and medical fields, total who 
want visitors to register is somewhat 
less than 50% but not much. Aver- 
age “yes” vote for all exhibitors is 

% (see Table VIII). 

Question: On the subject of regis- 
tration, is there any difference in out- 
look as between large and small ex- 
hibitors ? 

Answer: Little, except in the elec- 
tronic field. Of larger companies re- 
porting in this field 100% want 
visitors to register. Smaller com- 
panies care less. In other fields, the 
pattern averages out just about the 
same for big companies as for smaller 
ones. In the chemical field the per- 
centage in favor of registration is 
slightly less; in metalworking and 
medical fields percentages are slight- 
ly higher. Among large companies, 
averaged for all fields, it’s still a 
50-50 choice. Answer seems to de- 
pend on individual expositions and 
the field they serve. 


Admission Fee 


Question: What about payment of 
an admission fee? Do exhibitors 
favor this? 

Answer: In some fields, yes; in 
some fields, no. “Average” for all 
fields is only about one out of three 
in favor of payment of an admission 
charge or fee. But this gives a dis- 
torted picture by individual fields. In 
the metalworking field, 60% of ex- 
hibitors want some form of an ad- 
mission fee as a further restriction on 
admission. Percentage in the elec- 
tronic field also runs considerably 
higher than the average, whereas in 
chemical, office and medical fields, 
percentages are below average. Rea- 
sons for wanting or not wanting ad- 
mission charge for audience control 
vary among different fields, appar- 
ently. In the medical field, dual re- 
quirement of an invitation plus regis- 
tration seems to be regarded as suffi- 
cient to exclude the undesirable vis- 
itor, in the mind of the average ex- 
hibitor. In contrast, in the office 
equipment field, the exhibitor is op- 
posed to admission charges apparently 
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because he thinks it would tend to 
restrict attendance unduly. 
Question: How do large companies 
feel about admission charges? 
Answer: In general, large com- 
panies favor registering of every 
individual and favor an admission 
charge. About the only exception 
is in office equipment. In this field, 
only about one out of eight large 


companies is in favor of admission 
charges. As a matter of fact, in the 
office field, large exhibitors are more 


opposed to admission charges than are 
smaller companies. It is the only 
major field of those studied individu- 
ally in which this condition showed 
up. In contrast, in the electronic 
field, every one of the larger com- 
panies reporting wants every visitor 
to be invited, wants him to register 
and wants him to pay to get in. Less 
than half of smaller companies voted 
that way. In the metalworking in- 
dustry, about the same percentage of 
large as small exhibitors feel that pay- 
ment of an admission charge by the 
visitor is a desirable requirement. 
Question: Why is there so much 
difference in the various fields? 
Answer: Answer will generally be 
found among “reasons for exhibit- 
ing.” In those fields where exhibitors 


go into shows with the definite pur- 
pose of meeting their customers and 
prospects to develop sales leads and 
future business—in those fields you 
find a strong desire for high restric- 
tions on attendance by the exhibitor. 
They want quality control. As an 
example, exhibitors in the metalwork- 
ing field have come to recognize that 
expositions are real sales builders. 
Such expositions in this field as those 
staged by the American Society of 
Tool Engineers every other year, 
have demonstrated that sales can be 
originated and made, and sales leads 
can be obtained at shows. Such ex- 


positions however have also demon- 
strated that there can be too many 
visitors. When there are’ too many, 
exhibitors find they can’t talk to any 
one prospect long enough and simi- 
larly the prospect can’t get enough 
time with the individual exhibitor. 
Question: Aren't there some fields 
in which expositions are looked on 
more or less as “family affairs”? 
Answer: Yes, there are, although 
the percentage of exhibitors who are 
in favor of that type of show is small. 
You find it mostly in fields like the 
medical and certain dealer trade 
shows. In the medical field, for ex- 
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4-COLOR BROCHURE 
CONVENTIONS 


SALES INCENTIVE 


programs! 
Fred Collier, Manager 
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Oceanfront, 25 to 26 st. 
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ONLY HOTEL 
IN NEW YORK 


offers all 
these 


Lexington Ave. at 49th St. 


This 37 story, 1200 room sky- 
in the heart of the 
Grand Central zone, has played 
host to many conventions, large 
and The Shelton has 


everything to offer. Numerous 


scraper, 


small. 


meeting and banquet rooms ac- 
commodate groups of from 25 
up to 1000. Air conditioned. 
Public address system. 


EXTRA FEATURES INCLUDE FREE 
TELEVISION IN EACH ROOM, A 
75 FOOT OLYMPIC SWIMMING 
POOL, STEAM ROOM, AN OUT- 
DOOR SUN TERRACE AND OTHER 
FEATURES. 


1 Higl 
{LIFORNI 


Now reuvatlable 


FOR SMALL CONVENTIONS 
REGIONAL AND GROUP MEETINGS 


(Favorable Convention Rates) 


An ideal setting for your next sales meeting or 
convention. Private meeting rooms. Unusual accom- 
modations. Panoramic dining room. Centrally 
located in a sportsman's paradise. Heated swim- 
ming pool. Four championship golf courses. 


FABULOUS SUNSET ROOM—CALIFORNIA's 
MOST TALKED OF COCKTAIL LOUNGE 


Write or wire today for detailed 
information and open dates to: 


CHARLES REED 
Vice Pres. — Gen. Mgr. 
4 Miles South of Carmel on Scenic Hwy. #1 


CARMEL's ONLY OCEAN FRONT HOTEL 


DALLAS’ LEADING 
CONVENTON HOTEL 


Center of Dallas 
1,250 Rooms 


2 Restaurants 
Motor Lobby 


Completely Air Conditioned 
Guest Room Television 
Family Rate Plan 


12 Meeting Rooms for 
groups of 12 to 1,200 


lL DAVIS, Managing Director 
T A. INGELS, Soles Manager 


hold your 
next meeting 


atte £,DELLS! 


— the most scenic 
spot in all the 
midwest — the 
most complete 
convention hotel 


The finest resort in famous, 
friendly Wisconsin Dells. 
Easily reached from city 
centers yet gives your meeting 
an “away frum the rush” 
feeling that gets things done. 
All resort activities and 
sports — all year. Beautiful 
rooms and meeting quarters. 
Excellent food. 


WRITE DEPT. SM 


DELL VIEW HOTEL 
LAKE DELTON, WISCONSIN 


ample, about one exhibitor out of 
seven believes that attendance should 
be restricted to members of specific 
associations. 
sentiment among some larger com- 
panies in the office equipment field. 
About one out of six office machinery 
companies would like to see attend- 
ance restricted to such groups as the 
members of the National Office Man- 
agement Association or similar organ- 
ization. 


Question: Why is this? 


Answer: Primary reason is that 
membership of some professional or 
trade associations is sometimes large 
and important enough for the exhib- 
itor to feel he can do better by con- 
centrating on talking to that particu- 
lar membership. Desire to eliminate 
non-prospects also has an admitted 
influence. 


Restrictions 


Question: Since there is so much 
difference as to desired attendance 
restrictions, would you summarize the 
attitude of exhibitors in various fields 
which you have studied most exten- 
sively? How about the metalwork- 


ing field? 


Answer: Better than nine out of 10 
of all exhibitors, large and small, 
want people admitted to metalwork- 
ing expositions by invitation only. 
Moreover, two out of every three 
exhibitors, both large and small, 
want every visitor to register and 
practically all of these companies 
want him to pay to get in. They 
want to be sure that only visitors 
really interested in attending the 
show on a serious business basis are 
admitted. 


Question: What about the chem- 
ical field? 


Answer: Nine out of 10 of all ex- 
hibitors in the chemical field, includ- 
ing 100% of large companies, want 
attendance restrictions. However, 
less than 50%, including 38% of 
larger companies, want the visitor to 
register. About one out of every four 
wants the visitor to pay to get in. 


Question: In the electronic field? 


Answer: Here, again, nine out of 
10 exhibitors, including every one of 
the bigger companies, want attend- 
ance restricted. Big companies also 
want visitors to register and pay an 
admission charge. Some smaller com- 
panies don’t feel as definite about this. 
Final vote for all electronic exhibitors 
is about 50-50. However, those who 
do want the visitor to register usually 
also want him to pay a fee. 


There also is a similar | 


STANLEY RESORT 
ESTES PARK, COLORADO 
CONVENTION FACILITIES 


Casino Auditorium: 42 x 66 plus balcony and 
theatrical stage, 15 x 24. Seats 500. 

Maxwe oom: x x 80. Banquet and dining 
facilities for 450. PA system, stage, service bar. 


OTHER SPECIAL ROOMS INCLUDE 


Music Room: @ x 40. Seats 1/40. 
a < 40 x 27. Seats 140. 


32 x 32. Seats 140. 
32 x 2. Seats 100. 


“Extras” Included in American Pian 


Square dancing . . . — wagon dinners . . . 
ladies luncheons . . . swimming . . . 
nightly entertainment poy dancing . . . admis- 
sion to — famous — Lounge . . . croquet 
ing tennis .. . 
chitdren’s ae ‘with supervision - . + Bing 
= — -. + bingo... card games 
ashi 


Horsaback riding, tours of National Park, golf, 
boating and fishing availabie at reasonable rates. 


George Stobie, Mgr., Phone 23 
rte No. ESPK « 685 


Washington’ $ 
Largest Ballroom 


is now re-opened! 


In addition to Washington’s most spa- 
cious ballroom, there is the newly 
restored south ballroom—and nine 
additional meeting rooms—all air con- 
ditioned. Dining and bar facilities have 
been modernized and expanded. New 
adjacent garage facilities are available. 
All suites and bedrooms are air condi- 
tioned and furnished with radio and 
large screen television. Write for com- 
plete convention informations 


Douglas A. Stalker, 
General Manager 


Teletype WA-732 
Telephone 


_NAtional 8-4420 
AN ABBELL HOTEL 


“he 
OUILLARD 
WothinqGuD.c. 


14th Street and Pennsy!vania Avenue, N. W. 
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Question: What about the office 
equipment field? 


Answer: Here, as previously point- 
ed out, there is less desire for restrict- 
ing admissions. One out of every 
four exhibitors, large or small, feels 
that there should be absolutely no 
restriction and that pretty near any- 
one should come in who wants to. It 
must be remembered that in the office 
field there is a good deal of educa- 
tional work to be done among all 
kinds of people—from youngsters in 
school to every type of office employe, 
from stenographer to comptroller. In 
this field, too, show attendance has to 
come from an extremely broad range 
of trades and industries, if it is to 
produce the desired coverage. 


Greater Freedom 


Question: Then there is or should 
be greater freedom of admission in 
horizontal than in vertical shows? 

Answer: That’s the way exhibitors 
look at it. It is not surprising to find 
that only one out of three exhibitors 
in horizontal shows wants the visitor 
to register (so that he can be followed 
up later), and only one out of four 
wants him to pay a fee. Percentage 
who favor an admission charge drops 
to one out of six among larger ex- 
hibitors, as a matter of fact. 

However, even here you will find 
—particularly among larger exhib- 
itors—a desire to eliminate as many 
of those show visitors as possible who 
have little interest in the equipment, 
materials and processes exhibited ex- 
cept idle curiosity. 


Question: Is there any connection 
between the desire to have admission 
to shows restricted and opinions re- 
garding the holding of conventions 
simultaneously with shows? 


Answer: On the whole, no really 
definite pattern shows up in this re- 
gard. Apparently when exhibitors 
think about shows, most of them 
think largely about show visitors and 
less about convention attendance. 


This is revealed by a study of returns - 


with regard to conventien sessions. 
Table X shows fairly clearly that the 
average exhibitor feels that conven- 
tion sessions are probably all right 
since they may tend to increase show 
attendance. Certainly little opposi- 
tion is demonstrated. Only 4% of 
all of the hundreds of exhibitors who 
replied actually are opposed to hold- 
ing simultaneous convention sessions. 
Percentage was a little bit higher 
among larger companies but even 
here the percentage was negligible 
except in one group. 
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ATLANTIC CITY, N. J. Atel 


Outstanding Facilities 
at Sensible Prices 


if you plan to hold a convention or sales 

meeting in Atlantic City, it will pay to 
Investigate the jacilities at the Jefferson 
=~ Miantic City's leading moderately 
priced hotel, Famous for its excellent 
culsine and outstanding facilities, the 
Jefferson's completely trained convention 
staff Is fr assurance of a most success- 
ful meeting. 


@ UNEXCELLED LOCATION 
—in the heart of the resort, 
convenient to railroad and 
bus terminal. 

BANQUET ROOM — seat- 
ing 1230 persons. 
SEPARATE MEETING 
ROOMS accommodating 35 
to 350 persons. 

@ EXHIBIT SPACE of over 
13,000 square feet. 

@ SOUNDPROOF, AIR-CON- 
DITIONED auditorium. 

468 COMFORTABLE 
ROOMS in the Jefferson 
and its sister hotels. 

@ EXPERIENCED STAFF to 
handle all details. 


For complete details ard information 
for future bookings, write, wire or 
telephone Charles A. Fetter, General 
Manager. 


Jefferson Auditorium 


Atlantic City’s Newest & Finest 
Completely Air Conditioned 


Yes! Available for 


Your Conferences 
... the Famed Advantages of 


Distinctive 


ARIZONA 
BIN 


Unexcelled ean for 

Conventions and Meetings 

during November, December, 
January and April 


Besides the pleasures of a luxury 
resort, the Arizona Biltmore offers de- 
luxe rooms and suites accommodat- 
ing 350 people . . . a large dining room 
seating 350 to 400. . . a theatre audi- 
torium accommodating 250, with 
stage and 35 mm and 16 mm pro- 
jectors . . . several meeting rooms in 
sizes suitable for 25 to 100... also 
various recreational and informal 
meeting areas. 


Your delegates enjoy the service 
that the Arizona Biltmore is renowned 
for, as well as its famous leisure time 
diversions . . . its championship 18- 
hole golf course . . . tennis courts... 
colorful swimming pool and cabanas 

. riding stables and scenic trails. 


For rates and other information, 
Write George Lindholm, General Manager, 
the ARIZONA BILTMORE, Phoenix, Arizona. 


NOW IS THE TIME FOR THAT 
WASHINGTON CONVENTION 


It's BUSINESS back in the Capital—To catch this new 
Co ind Association Meetings and Exhibits the 


imistic 
the odded “test and sparkle oath of tu tow 


a 
Washington enthusiasm—plan your activities at The Shoreham. 


Few national meetings are too large for our facilities . . 


for careful and considerate attention. 


L. GARDNER MOORF—Manager 


- 


. certainly none is too small 


C Me 


SHOREHAM 
Connecticut Avenue at Cabert Street 


Weahting tox He Fd wel 


Cavalier 


A RESORT CLUB 


Conventionally Speaking ~ 


The Cavalier 
is choice 


With recent improvements, 
renovations and additional 
facilities The Cavalier now 
excels in convention con- 
veniences and_ attractions 

. easily Accessible .. . 
centrally Located . . . ample 
in Accommodations .. . Air- 
Conditioned Meeting Rooms 
of All Sizes . . . Special Con- 
vention Equipment and 
Service .. . Convention 
director and staff . . . exten- 
sive Recreational Facilities. 


Under Direction of Sidney Banks 


VIRGINIA BEACH, VA, & 


as" 


For full information address 

Convention Manager, Dinkler Hotels 

The Dinkler Plaza, Atlanta 1, Georgia or call 
Chicago Office: MO 4-5100 

Washington Office: EX 3-6481 * WN. Y. Office: MU 6-6990 


MR Ae Gee = sos ccs 


| vention sessions. 


| highly desirable. 


Question: What group was that? 
Answer: The metalworking field. 
About one out of 10 companies in the 
metalworking field doesn’t want any 
convention sessions and an additional 


| small but important percentage want 
| a definite limitation on time of con- | 
Reason for this ap- | 
| pears to be that exhibitors do not 
| want expositions to be 
| to large convention gatherings of 
| technical societies with many sessions. 


“side shows” 


They want shows to be important in 
themselves. They don’t want to have 


| to compete with technical and asso- 


ciation business sessions for the time 
of the prospect they are trying to 
meet. Remember, however, that this 
applies to only one out of 10 of ex- 
hibitors in this field. 

Question: How many exhibitors 
actually feel that simultaneous con- 


| vention sessions help to boost desirable 


attendance at shows? 

Answer: While the percentage of 
companies who believe that conven- 
tion and technical sessions are unde- 
sirable is extremely low, this is not 
compensated for by an equally high 
percentage of companies who believe 
conventions and technical sessions are 
An exception is the 
electronic field in which two out of 
three exhibitors, including 100% of 
large companies, are in favor of con- 
vention sessions. Apparently they 


| feel that convention sessions will at- | 
| tract the people they want to talk 
to. Balance of exhibitors 


in this 
particular field apparently don’t care 


| one way or another. 


One-Third in Favor 


Question: Was there any field in 
which the vote in favor of conven- 


| tions was pretty low? 


Answer: Lowest we found in fields | 


studied was in office equipment. 
Here, only one out of three companies 
feel that convention sessions are de- 
sirable. ‘Iwo out of three don’t care 
one way or another. The pattern 


| was a little different, however, when 


it comes to large companies. More of 
these feel that convention sessions are 


desirable and fewer say they don’t | 


care. One reason for this is found by 
comparing Table X with Table IX 
which shows the voting on attendance 
control desired. 


Question: What about the chem- | 


ical field? 


Answer: Out of every four com- | 
panies in this field, about one doesn’t | 
care one way or the other, two say | 
that technical sessions are desirable | 


rather not have any or would limit 
sessions as to time. 


| and the fourth believes that he would 


Governor CiInTON 
Otters an excellent 

V aiety of rooms for 

E very convention, sales 

H ally, banquet or meeting. 

Newly decorated interiors, 
Qutstanding facilities and 


Realy gracious service. 


4 entrally and conveniently 

L ocated in midtown 

[i]200 outside rooms with bath, 

WN o-tip servidor, radio, 21" TV. 

T en to 500 accommodated in 
Ou 15 public meeting rooms. 

WV otity Shepard Henkin, Dir. Sales 


A CARTER HOTEL 


7th Avenue at 31st Street 
Opposite Penn Station 


New York City 


St. Petersburg, Florida 


Ar 


Sterling 8. Bottome, Managing Director 


Hu 
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Question: How about larger com- 
panies in the chemical field? 

Answer: Larger companies as 
might be expected have more definite 
opinions. Large companies are no 
more opposed to technical sessions 
than are small companies, but more 

. of them want the time of convention 

sessions limited and more of them 
believe that conventions are a good 
thing if the time is limited. 

Question: Apparently, then, larger 
companies think better of conventions 
and technical sessions held at show 
time than do smaller companies? 

Answer: That is true in every field 
studied. Apparently they feel that 
people who come to attend conven- 
tions or technical sessions are serious- 
minded on the whole and are a defi- 
nite asset from an exposition stand- 
point. Perhaps you could summarize 
the attitude of a large company some- 
thing like this: 

“We believe that technical and 
convention sessions bring a lot of 
people to the show who otherwise 
might not come there. This is all 
to the good. It gives us a greater 
coverage of prospects. However, we 
don’t want them to spend so much 
time at these sessions that they don’t 
have enough time left for us to talk 
to them at the show.” 

It is true, too, that small companies 
seem less certain about whether they 
like or dislike convention sessions. It 
is just possible that they may not un- 
derstand as clearly the advantages or 
disadvantages of simultaneous ses- 
sions. 


Relationship 


Question: Is there any relation be- 
tween the exhibitor’s attitude on tech- 
nical sessions and the question of time 
lapse between shows? 

Answer: Yes, there is. Reference 
to Table VII (p. 17, January issue) 
shows that the two fields registering 
the highest opposition to extensive 
technical sessions were those that 
voted for the longest period between 
shows—chemical and metalworking 
fields. In general, companies who 
like long intervals between shows are 
more opposed to simultaneous tech- 
nical sessions. Perhaps they feel that 
convention sessions may tend to in- 
crease the pressure for greater show 
frequency. In contrast, the industry 
in which the largest number of ex- 
hibitors were in favor of technical 
sessions—electronic—also voted in 
favor of shows every year, it will be 
remembered. 
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ACROSS THE BORDER 
The Most Outstanding Canadian Year-Round Resort 


The Picturesque Alpine Inn 
in the Wonderland of the 
Laurentian Mountains offers 
the Finest Facilities for your 
Meeting and Convention. 

> 


For information and _ reservation, apply 
THE ALPINE INN, Ste. Marguerite Station, 
Que., CANADA. 


New York Representative: William P. Wolfe 
Organization, 500 Fifth Avenue, Tel. LOngacre 


5-1114. 


THE ALPINE INN 


and COTTAGES 


A Cardy Hotel 
52 MILES NORTH OF MONTREAL 


i—Accommodation for 200 guests. 

2—Food in the best tradition of the French 
Cuisine with a choice of Vintage Wines to 
enhance your meal. 

3—A variety of entertainments such as: 9- 
Hole Golf Course, Swimming Pool, Tennis 
Court, Ski-Tows, Ski School, Horse Shows, 
Aquacades, Fashion Shows by Montreai 
leading Department Stores, Masquerades 
etc. 

4—Comfortable Lounges with open Stone 
Fireplaces and Mount Baldy Room with its 
popular Alpine Style Bar. 

5—A Spacious Dining Room overlooking the 
North River. 

6—Private Room for Meetings. 
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The 


mpress 
Miami Beach’s NEWEST Luxiy Hotel 


Featuring a Convention Ball Room with banquet facilities for over 800 per- 
sons...4 additional Meeting Rooms—Special Display Areas— Penthouses... 


Huge salt-water swimming pool... private 
beach... night club... fully equipped Turkish 
Bath ... complete entertainment program. 
.-. and for convenience: 

Ideal oceanfront location convenient to golf 
... racing... deep sea fishing ... shopping . . . 
theatres and night clubs...Compietely Air 
Conditioned with individual thermo control 
in every guest room. 


Write for Color Folder and Convention Specification Sheet : 
Jack Parker, Managing Director 


DIRECTLY ON THE OCEAN—43rd to 44th Streets— Miami Beoch, Florida 
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DESIGNED, WITH MEETINGS IN MIND... 


+++ for pleasure: 
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THE ONE HOTEL IN PHILADELPHIA DESIGNED FOR YOUR MEETINGS 


Central Location—nearest to theatres, clubs, shops 


Air-conditioned meeting rooms — 10 modern rooms accommodating from 
25 to 150 


Audio and visual equipment—these selling aids available for your meeting 
Ample parking facilities—adjacent garage for 600 automobiles 
Superior food and beverage—served in air-conditioned comfort—for dining 


and banquets 


ted, Air-Conditioned 
PLUS A A, Accommodating 500 persons. 


HOTEL 


ylvania 


BROAD and LOCUST STS. 
Wm. H. Harned, Gen. Mgr. 


PHILA. 7, PA. 


PEnnypacker 5-7200 
Teletype PH-95 


Let's meet in 
the 
Alleghenies 


Summit 


Right atop Mt. Summit on a beau- 
tiful 930 acre estate with our own 
golf course and swimming pool. 


Ideal facilities for handling groups 
up to 160... with sports, relaxa- 
tion and entertainment for all, Noted 
for delectable food ... and spa- 
cious, comfortable rooms. 


On U. S. Route 40, six miles from 
Uniontown, Pa. 2500 feet high in 
the mountains. 


Phone Uniontown 8-8594 
—or write SAM STEWART, Manager 


(An Abbell Hote!) 


babody 


MEMPHIS, TENN. 


” 


Convention Headquarters 
In The South 


Lobby, Mezzanine and Third Floor offer over 
38,000 sq. ft. exhibit space, banquet and 
conference rooms accommodating 25 to 
1000 persons; 625 rooms with bath. All Air- 
Conditioned. An Alsonett Hotel. 


Write TOM McGINN, Manager 

F. R. SCHUTT, Gen. Mgr 

Or Call Leonard Hicks, Jr. 
Chicago MOhawk 4.5100 
Cleveland PRospect 1.7827 
Washington EXecutive 3-648! 
New York MUrray Hill 6-6990 
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Atlanta Biltmore Hotel ie 
Agency: Harvey-Massengale Company, Inc. 
Bahamas Government Development Board. 
Agency: Grant Advertising, Inc 
Baker Hotel (Dallas) 
Agency: Alert Advertising Agency 
Bal Harbour Hote! (Miami Beach) 
Agency: Bevis & Tyler, Inc. 

Balmoral Hotel (Miami Beach) a 
Agency: Sidney B. Gorchov Advertising Agency 
Belleview Biltmore Hote! (Belleair, Fia.). 72 

Agency: Koehi, Landis & Landan, Inc. 
The Bellevue Stratford (Philadelphia) ... 61 


—— Arndt, Preston, Chapin, 
& Keen, inc. 


merican Neckwear 
Agency: Food Research 


Biscayne Terrace Hote! (Miami, Fia.) . .. 
Agency: Harris & Whitebrook, Inc. 


Bon Air Hotel (Augusta) 
Agency: Koeh!, Landis & Landan, Inc. 


Braniff international Airways, Inc. 
Agency: R. J. Potts-Calkins & Holden, Inc. 
Breezy Point Loidge (Brainerd, Minn.) .. 84 
Agency: Harry Atkinson, Inc. 
Bright Angel Lodge (Grand Canyon, Ariz.) 77 
Agency: John W. Shaw Advertising, Inc. 
The British Colonial Hote! (Nassau) 
Agency: Robert L. Hance Advertising Agency 
The Brown Hotel (Louisville) 
Agency: Doe-Anderson Advertising Agency 
Brown-Forman Distillers Corp. ........ 16-A, B 
Agency: Ruthrauff & Ryan, Inc. 
The Buena Vista Hotel (Biloxi, Miss.) ... 74 
Camelback Inn (Phoenix) 
Agency: Swafford & Company 
Capex Company, Inc. 
Agency: The Vanden Company 
The Coarolinian (Nags Head, N.C.) .... 
The Cavalier (Virginia Beach) 
Agency: Laura Lambe Advertising 


Agency: Harold A. Jabocs Co 
Chalfonte-Haddon Hall (Atiantic City) . . 
Agency: Gray & Rogers Advertising Agency 
Chateau Frontenoc (Quebec) 
Agency: Kenyon & Eckhardt, Inc. 
Claridge Hotel (Atlantic City) 
Agency: Doriand Advertising Agency 
Hotel Claridge (Memphis) 
Agency’ Cole & Company, Inc. 
Cooper Decoration Co., 
Da-Lite Screen Co., Inc. 
Agency: Gourfain-Cobb and Associates 
Daytona Beach Convention Bureau 
Agency: Charles Corsi Advertising 
Hotel Del Coronado (Coronado, Cal.) ... 
Agency: Swafford & Company 
Dell View Hotel (Loke Delton, Wis.) ... 
Agency: Arthur Towell, Inc. 
Delta C & S Air Lines 
Agency: Burke Dowling Adams, Inc. 
Hotel Dennis (Atiantic City) 
Detroit-Leland Hote! (Detroit) 


DiLido Hotel (Miami Beach) . +. 
Agency: Advertising Trade Service, inc. 


Dinkler Hotels . 

Agency: Koehi, “Landis ‘ Landan, Inc. 
Drake Hotel (Chicago) 

Agency: Grant ‘Advertising, Inc. 


Drake Hote! (Philadelphia) 
Agency: Koehl, Landis & Landan, Inc. 


Eastern Air Line 
Agency: Fletcher D. ‘Richards, Inc. 


Eastman Kodak Co. 
Agency: Charles L. Rumrili &Co., Inc. 
E ater Gulf Hotel 
ef oe Park, Miss.) ......-.+- 


Ellinor Village (Daytona Beach, Fia.) .... 
Agency: Laas. Southward, Gordon & 
onald, 


El Rancho ene (Sacramento, Calif.) ... 
El Rancho Vegas (Las Vegas, Nev.) 


El Tovar Hotel (Grand Canyon, Ariz. ... 
Agency: John W. Shaw Advertising 


Emerald Beach Hote! (Nassau) 
Agency: The Jordan Company 
Empress Hotel (Miami Beach) 
Agency: Roland-Bodee and Flint Advertising 


Flowers of Hawai 
Agency: Abbott Kimball Company of 
alifornia, Inc. 


Fontainebleau Hotel (Miami Beach) 
Agency: Harris & Whitebrook, Inc. 
Jack A. Frost 
Agency: Ruse & Urban, Inc. 
Furness Lines 
Agency: Wendell P. Colton Co. 
Galveston (Texas) 
Agency: Alert Advertising Agency 
Gardner Displays Co. 
Agency: W. Craig Chambers, Inc. 
General Exhibits & Displays ......-..--- 
Agency: Perrin-Paus Company 
The General Oglethorpe Hote! (Savannah) 
Gibraltar Corrugated Paper Co. ........ 
Agency: Ruder & Finn Associates 
Golden Gate Hote! (Miami Beach) 
Agency: Roland-Bodee and Flint Advertising 
The Hotel Governor Clinton (New York).. 100 
Agency: Koehl, Landis & Landan, Inc. 
Grand Hotel (Point Clear, Ala.) 
Agency: Morris Timbes Advertising Agency 
The Greenbrie 
(White Sulphur Springs, W. Va.) . 
Agency: Robert Conahay & Associates 
The Grossinger (Grossinger, N. Y.) 
Agency: Blackstone Advertising, Inc. 
Jam Handy Organization 
Agency: Campbell-Ewald Company 
The Harwald Company, Inc. 
Agency: Ross Llewellyn, Inc. 
Highlands Inn (Carmel, Cal.) 
Agency: Stevens Enterprises 
High Point Inn (Mt. Pocono, Pa.) 
Agency: Koehl, Landis & Landan, Inc. 
Hotel Hollenden (Cleveland) ..... sie $6 
Agency: Koehl, Landis & Landan, Inc. 
Hollywood Beach Hotel (Hollywood, Fia.) 
Agency: Koehl, Landis & Landan, Inc. 


Hollywood Knickerbocker Hote! 
(Hollywood, Cal.) 

Agency: Mort Goodman Advertising 

Hollywood Roosevelt Hotel 
(Hollywood, Cal.) 
The Homestead (Hot Springs, Va.) 

Agency: Edward Howard & Company 
The Inn (Buck Hill Falls, Pa.) 

Agency: Needham & Grohmann, Inc. 
International Ampitheatre ........-..-- 
International Business Machines Corp. .. 

Agency: Benton & Bowles, Inc. 

Ivel Corporation ..... bs sty cneGiebices 

Agency: The Wexton Company 
Jefferson Hotel (Atlantic City) 

Jefferson Hotel (Richmond) ............ 

Agency: Laura Lambe Advertising 
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7 End Barn (Great Barrington, Mass.) . 80 
gency: Gunn-Mears Advertising Agency Corp. 


Jung Hotel (New Orleans) 
Agency: Alert Advertising Agency 
Kenmore Hotel (Boston) 
Kentucky Hotel (Louisville) 
Agency: Doe-Anderson Advertising Agency 
Lafayette Hotel (Long Beach, Cal.) 8 
Agency: Patch & Curtis ops Agency, Inc. 
LaForda Hote! (Santa Fe, M.) 
Agency: John W. Shaw Revels Agency 
Lake Lawn Lodge (Delavan, Wis.) 
Agency: Arthur Towell, 
Howard Lanin Management Inc. 
LaSalle Hotel (Chicago) 
Agency: Ross Liewellyn Inc. 
Las Clas Inn (Fort Lauderdale, Fia.) .... 
Agency: Gilbert and Tormey Associates 
Las Vegas Convention Biweau 
Agency: West-Marquis, inc. 
Lennox Hotel (St. Louis) 
Agency: H. George Bloch Advertising Co. 
Long Beach Chamber of C 
Agency: Patch & Curtis Advotine. Agency Inc. 
Manpower, Inc 
Agency: Bozell & Jacobs, Inc. 
Mayfair Hotel (St. Louis) 
Agency: H. George Bloch Advertising Co. 
Albert Meltz Studios 
Massaalia Hotels 
Messmore & Damon 
City of Miomi Beach . Tr 
Agency: August Door Advertising, Inc. 
Miramar Hotel (Santa Barbara, Cal.) ... 
Agency: The Kemble Company 
Montouk Manor (Montauk, L. 1.) ........ 
Agency: Wendell P. Colton Co. 
Mont Tremblant Lodge 
(Mont Tremblent, P. 9., Can.) .... 
Agency: Arndt, Preston, Chapin, 
Lamb & Keen, Inc. 
Hotel Morrison (Chicago) 
Agency: Patton, Hagerty & Sullivan, Inc. 


Ira Mosher Associates 


Mount Washington Hote! 
(Bretton Woods, N. H.) 


Agency: The Goulston Company 
National Airlines 
Agency: Grant Advertising, 
National Guard Armory 
The Na.tional Hotels Co. 
Agency: Alert Advertising Agency 
Hotel New Yorker (New York) 
Agency: Needham & Grohmann, Inc 
Hotel Nicollet (Minneapolis) 
Agency: Ruthrauff & Ryan, Inc. 
Nippersink Manor (Genoa City, Wis.). .. . 69 
Agency: Sales-Aide Service 
North American Van Lines 3rd cover 
Agency: Applegate Advertising Agency 
Northernaire (Three Lakes, Wis.) 
Agency: Arthur Towell, Inc. 
Northwest Airlines, Inc. 
Agency: Cunningham & Walsh, Inc. 
Oklah City Chamber of C 
Agency: J. Stewart Bell Advertising 


Oravisual Company, Inc. 
Palm Beach Biltmore Hotel (Palm Beach) 
Agency: Bevis & Tyler, Inc 
Parisian Novelty Company 
Agency: Robert Peterson Advertising Agency 
Hotel Peabody (Memphis) 
Peninsular & Occidental Steamship Co. . . 
Agency: August Dorr Advertising, Inc. 
Princeton Inn (Princeton, N. J.) 
Agency: Needham & Grohmann, Inc. 
Puerto Rico Visitors Bureau 
Agency: Donahue & Co., Inc. 
Radio Corporation of America 
Agency: Al Pau! Lefton Co., Inc. 
Railway Express Company 
Agency Benton & Bowles, Inc. 
RCS Studios 
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Reno Chamb 
Agency: Thomas € Wilson Adverining Agency 

Rice Hotel (Houston) ... 57 
Agency: Ritchie Advertising Agency 

Richmond Hotels os 68 
Agency: Dombrower Advertising 


Ritz-Carlton Hote! (Atlantic City) 75 
Agency: Abner J. Gelula & Associates 


Roney Plaza Hotel (Miami Beach) 41 
Agency: M. H. Hackett Company 
Sans Souci Hotel (Miami Beach) 39 
Agency: E. M. Eisfeld Advertising Management 
Saxony Hotel (Miami Beach) ... 39 
Agency: E. M, Eisfeld Advertising Management 
Sea Isle Hotel (Miami Beach) 39 
Agency: E. M. Eisfeld Advertising Management 
Seville Hote! 
Agency: Hilton & Riggio, Inc. 
Hotel Shelton (New York) 
Agency: Theodore Reade Nathan 
Sheraton Corporation of America ..31, 64-A, B 
Agency: Batten, Barton, Durstine & Osborn, Inc. 
Hotel Sherman (Chicago) 83 
Agency: Kastor, Farrell, Chesley & Clifford, Inc. 
The Shoreham (Washington, D.C.) ..... 99 
The Skyline Inn (Mt. Pocono, Pa.) 
Agency: Gunn-Mears Advertising Agency Corp. 
Skytop Ciub (Skytop, Pa.) 


Agency: Arndt, Preston, Chapin, 
Lamb & Keen, Inc. 


Southwest Hotels, Inc. 
Agency: The Albert J. Barnes Company 


acinad Rost Lodge & Club 
hite Haven, Pa.) 

Pons Ted Berger Associates 
Stanley Hote! (Estes Pork, Colo.) 

Agency: Irving J. Roaenbloom Advertising 

Agency 

State Fair of Texas 

Agency: Ray Beall Agency 
Summit Hotel (Uniontown, Pa.) 


Agency: Irving J. Rosenbloom Advertising 
Agency 


Sun Valley 

Agency: The Caples Company 
Sylvania Hotel (Philadelphia) 
Syracuse Hotel (Syracuse, N. Y.) 

Agency: Spitz Advertising Agency 
Jack Tar Hotels 

Agency: Griffin Advertising 
M. E. Taylor & Son . 

Agency: Patch & Curtis Advertising Agency 
Tisch Hotels 

Agency: Koehl, Landis & Landan, Inc 
Training Films, Inc. 
Trans Canada Air Lines 

Agency: Cockfield, Brown & Co., Ltd. 


Trans World Airlines 2nd cover 
Agency: Batten, Barton, Durstine & Osborn Inc 


Tucson Chamber of Commerce 
Agency: Cabat-Gill Advertising Agency 


United Air Lines, Inc. . 
Agency: N. W. Ayer & Son, Inc. 

U. S. Hotel Thayer (West Point, N. Y.).. 
Agency: Needham & Grohmann, Inc. 


Vinoy Perk Hote! (St. Petersburg, Fia.). . 
Agency: Griffith-McCarthy, Inc 


Hiram Walker, Inc. 
Agency: C. J. LaRoche & Co. 
Western Air Lines 
Agency: Buchanan & Co., | 
Western Hotels 
Agency: Boisford, Constantine & Gardner 
Hotel Westward Ho (Phoenix) ........ 
Agency: Advertising Counselors of deeane 
The Wigwam (Litchfield Park, Ariz.)..... 
Agency: Swafford & Company 
Willerd Hotel (Washington, D. C.) 
Agency: Irving J. Rosenbloom Advertising 
Agency 
Williamsburg Inn & Lodge 
(Williamsburg, Va.) 
Agency: Needham & Grohmann Inc. 
Wilton Hotel (Long Beach, Cal.) 
Agency: Patch & Curtis Advertising Agency 


Meeting Space for 2000 
Or Banquet of 


} 


Or Space for 100 Exhibits 
Three Spaces for 500 

Garden Dining for 1500 
Eleven Rooms Ranging in Size 
to Accommodate 25 to 125 
Free Parking in Hotel Grounds 


Largest Hotel in Atlanta 
i 


Famous 


for its “turn of the century 
service” convention cemmit- 
tees find The DENNIS staff 
conscientious specialists in 
executing the minutest de- 
tails of their requisites. 


we offer 


..-.- 10 modern’ meeting 
rooms for 10 to 400 persons 


. . « Atlantic City’s most con- 
venient ocean front location. 
3 minutes from Convention 
Hall. 5 minutes from the rail- 
way station 

. - « 500 immaculate, beauti- 
fully appointed guest rooms, 
many with ocean view. Singles 
from $8; doubles from $11 


For additional information write 


John E. Leishman, Director of Sales 


Ail DENNIS 


Boardwalk at Michigan Avenue 
ATLANTIC CITY 


BEST 


Subject: COMPETITION 
Philip H. Bentz, Philadelphia Life 


Insurance Co., submits this story as 
the most pointed he’s heard on “com- 
petition isn’t standing still.” 

A big-game hunter in Africa was 
on his: way back to camp one night 
when an enormous lion walked out 
of the jungle not 20 feet away. As 
the lion was about to spring, the 
hunter fired his last cartridge and 
missed. The lion sprang too far and 
landed 15 feet beyond the hunter 
who then ran for camp and made it 
safely. 

Next day, the hunter went back 
of the camp to practice a little shoot- 
ing at close range. He heard a 
strange noise in the brush and inves- 
tigated. It was the lion—practicing 
short leaps. 


Subject: GROWING MARKETS 


Every night when the people of 
the United States sit down to dinner, 
there are 7,000 more to reach for 
the platter. This daily increase in 
population is like adding a city about 
the size of Providence, R. I., every 
month, or a state the size of Indiana 
every year. 


Subject: HARD WAY EASIEST 


Sometimes the hard way is the 
easiest way out — especially when 
dealing with “problem” clients, says 
William Rosensohn, president, Box 
Office Television, Inc. He offers this 
anecdote to illustrate. 

A poor, struggling pianist married 
an extremely homely woman. It was 
not a true love match; rather, one 
of economic expediency. The lady 
was quite wealthy. 

But everytime somebody gave a 
party, the musician would bring his 
wife. Eventually a friend called him 
aside. 

“Alfred,” he said with the candor 
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I'VE HEARD 


An exchange of anecdotes and 
facts to help a speaker spice 


his speech and make a point. 


that is the privilege of close friend- 
ship, “I can understand your marry- 
ing Gertrude for her money, but why 
do you take her with you every- 
where you go?” 

“Because,” said Alfred, “it’s easier 
than kissing her goodbye.” 


Subject: NEW STANDARDS 


Often standards that have been 
well accepted for a long time will 
change suddenly with progress, 
points out William S. Orkin, direc- 
tor, Do-It-Yourself Shows, with this 
exchange between insurance agent 
and life insurance prospect: 

“Do you drive?” asked the agent. 

“No,” replied the applicant. 

“Do you fly?” 

“No,” replied the applicant for 
the second time. 

“Sorry,” said the agent curtly, 
“Our company no longer accepts 
pedestrian risks.” 


What's the Best You've Heard? 
Trade your best stories for the best 


of fellow readers. Send yours in to: 
Best I’ve Heard, Sates MEETINGS, 
1200 Land Title Bldg., Philadelphia 
10, Pa. 


Subject: PHILOSOPHIES 


Phone books are a pretty good 
indication of the life of a people. 
Moscow’s new phone book shows 
75,000 phones—for five million peo- 
ple. It lists 120 militia stations, 15 
department stores and three churches. 
In contrast, Chicago’s new phone 
book shows 1,518,216 phones for 
four million people, and lists 39 po- 
lice stations, 204 department stores 
and 1,533 churches. 

Incidentally, Muscovites have to 
buy their phone books at 18 rubles 
(about $4.50) each, whereas Chi- 


cagoans, of course, get theirs free. 


Subject: RIGHT APPROACH 


When the time came for Al Smith 
to write his memoirs, every big syn- 
dicate in America was angling for 
the rights. 

McNaught Syndicate won the 
prize on the basis of a guarantee 
that was not as high as some of the 
other bids. 

Sometime later, when McNaught 
asked Smith how he got this lucky 
break, Smith said, “It’s very simple. 
All the others told me how impor- 
tant they were. You told me how 
important I was.” 


Subject: BIG FIGURES 


In recent years so many starry- 
eyed spenders have confused us with 
glib talk about billions that we tend 
to think of a billion as something 
closely related to a million—perhaps 
just a trifle more. 

Just how much is a billion? Here’s 
one answer: 

If you had been born in the year 
45 B. C., and were still living—and 
if you had spent $1,000 every day 
of each of those 2,000 years—you 
still, today, would have one-third of 
that original billion unspent. 


Subject: AD RESULTS 


An advertising agency executive 
who prefers to remain anonymous, 
submits this as evidence that adver- 
tising results are often tangible and 
immediate: 

Two executives were relaxing in 
a bar. In the course of their shop 
talk one asked, “Is your advertising 
getting any results?” 

The other took a long swallow 
before answering, “Sure thing! Last 
week we advertised for a night 
watchman, and the next night we 
were robbed.” 


Subject: KNOW YOUR MARKET 


To point out importance of know- 
ing your market before you develop 
your important sales appeals, a mar- 
keting consultant tells this story to 
sales executives: 

In a crowded bus a lanky Kentuck- 
ian sat opposite a young woman 
whose skimpy skirt kept creeping 
over her knees. She tugged at it 
constantly in an effort to maintain 
a semblance of modesty, but to no 
avail. At length she looked up and 
caught the gaze of the Kentuckian. 

“Don’t stretch your calico, sister,” 
he drawled, “My weakness is 
whiskey.” 
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In by-passing many of the old-way display shipping and 
handling problems, North American saves you transpor- 
tation and set-up time . . . cuts crating costs . . . provides 
experienced help that releases your personnel for produc- 
tive work. 


— North American vans haul your 
dante from the builder, from storage or from your last 
show direct to your exhibit site. 


— North American’s 
nasliieal van protection eliminates costly crating in most 
instances. 


— North American’s experienced 
display men supervise the handling of your display at 
both origin and destination. 

— North American’s direct leased-wire dispatch- 
ing system assures on-time arrivals and departures. 


— North American offers clean, 
eatirn storage facilities in all principal cities. 


“iM merica tee, 
Write for this FREE Brochure % 
on Display Moving Service fWAmerican| 


Call your local NAVL agent 


or contact ~ VAN LINES, INC. 


Display and Exhibit Department , ee 


NORTH AMERICAN VAN LINES, Inc., Fort Wayne 1, Indiana 


North American Van Lines Canada, Ltd., Toronto 


Get a load of this 50.000 yawn 


¢ Sure as shooting, any such yawn is going to The Jam Handy Organization has specialized 


* cost you plenty. teams equipped to handle ali phases of visual 


It’s the sign of the mind that wandered, of the presentations ‘ and business showmanship — 
calls . : : - movies, slidefilms, displays, staging, tie-in lit- 
story that didn’t register, of the points that : ’ ee ee 
‘dn’t cet erature, dem¢nstrations, speeches. You'll like ‘ 
didn’t get across. 


Jam Handy “°ne-Stop Service” —from a single 
And here’s the preventive for it! Let The Jam 
Handy Organization work with you . . . to 
dramatize and build your ideas into an effective 
presentation . . . whether for sales meeting, 
trade convention, training program, or con- 


source, with g, single responsibility. 

One-stop service saves time. One source of 
supply saves duplicate explanation costs. Having 
the whole job done by one self-contained or- 
ganization saves confusion and duplication of 


sumer sales promotion. supervisory time. 
One-Stop ave 
1 
Service Y 
St Presentations Technicolor Producti 
‘a maths Devices Field Surveys 
a Slidefilms Training Devices 
Slides Meetings Packages Pictorial Booklets Speech Coaching 
Skits C ¢ Screen Advertising Transparencies Promotion Pieces 
Meeting Guides Cartoon Comedies Film Distribution Portable Stagettes 
Tape Recordings Training Manuals Turnover Charts Television C ial 
Disc Recordings Poster Charts Pageants Meeting Equipment 
Motion Pictures Banners Quiz Materials Projection Service 
OFFICES NEW YORK 18 DAYTON 2 DETROIT 11 PITTSBURGH 22 CHICAGO 1 HOLLYWOOD 28 
1775 Broadway 310 Talbott Bldg. 2021 E. Grand Bivd. Gaveway Center 230 North Michigan Ave. 5746 Sunset Blvd. 


